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45 and 60 
Pressure Valve Heaters 


.\ 
NEW source of profits for every 
dealer is opened by these two 
Automatic Pressure Valve Heaters. 
They fit certain types of installa- 
tions more efficiently and economi- 
cally than any other heater. They 


are especially adapte 
r Ayo 


they could not have made as well 
with any other types. 


It’s well worth your while to 
know all about these new heaters. 
Just drop us a line and we'll be glad 
to send full information. 


The Hoffman Heater Co. 
1646 Oberlin Avenue Lorain, Ohio 
3ranches in all important centers 
The Hoffman Heater Company is an independent organi- 


zation, not affiliated with any other heater company, pay- 
ing no royalties. 
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KOPPERS. LIQUID 
GAS PURIFICATION 








The Modern Process 











WHEN CONTEMPLATING an increase in Puri- 
fying Capacity—give careful consideration to Koppers 
Liquid Gas Purification. 


The story of the development of this process makes 
very interesting reading—but—the most interesting 
part of it to the gas manufacturer is the saving it will 
effect in the cost of purifying his gas and the efficient 
and flexible operation possible by its use. 


TEETER 


TUTTE 


The Battle Creek Gas Company at Battle Creek. 
Michigan, has just given us a contract for a 2,000,000 - 
ft. Liquid Purification Plant. This plant will be op- 
erated in connection with their present oxide purifiers, 
‘he liquid purification plant removing hydrogen sul- 
phide down to 50 grains, from gas containing as much 
as 700 to 900 grains, and the oxide purifiers the re- 
mainder. Figures on this proposition show that their 
total purifying cost will not exceed one-half cent 


per M. 








ILO A ETT 


May we have the opportunity of presenting 
more detailed information and working out a 
proposition io meet your particular requirements? 
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a GARLAND WEEK 














Good Ola 
GARLAND 


is the 
choice 
in more 


Homes 


has heen 
famous 
for its 
superior 
cooking 
and 


baking 


Garland Week All Over America 


May 13th to 20th 


Millions of People Will Read About This National Garland Merchandising Plan 


In your locality there are hundreds of prospective 
buyers for the New 1922 Models of Garland Gas 
Ranges, in All-enamel and Semi-enamel Finish, not 
only during GARLAND WEEK but for the balance 
of the season. 


Garland is not only famous for its superior cook- 
ing and baking in the kitchens of more than 4,000,000 
American Homes, but also in practically 80 per cent 


of the up-to-date Hotels, Restaurants and Clubs of 
the country. 

Never has the Garland been so beautiful, so varied 
and so good as it is to-day. 

Garland value, coupled with attractive prices and 
supported by a broad, national advertising campaign, 
insures an ever-increasing demand for this line and 
absolute assurance of success in your local sales. 


Write to our Detroit Office for Catalogue of new models and the details of the Garland National Campaign. 


The Michigan Stove Company, Detroit, Mich. 


GARLAND 
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‘Whole No. 3348 


Supporting the Appliance Market 


Considering All Angles When Buying 


Did it ever occur to you when you are planning to 
place your orders for new stock on gas appliances 
whether or not your buyer’s wishes are really given 
the proper consideration or that you use your own 
preference to the greatest degree? 

A most interesting research has recently been made 
by one of the largest appliance manufacturers in the 
country to learn what part the customer’s needs and 
wishes play in the actual 
making up of appliance 


By FRANK L. McCORMICK 






store offering gas appliance merchandise can with a 
reasonably short period determine its classes of trade 
and their buying powers from a cash or time stand- 
point as readily as a teacher from daily contact grades 
her pupils. 

Your third problem is the hardest of all. It is 
putting yourself in position to be able intelligently to 
judge from all appliances available on the market 

what is needed for your 





trade and your location. 





stock orders and some || 
valuable and interesting } 
information has come to || 
light 

It has been found that 
very few dealers are in the 
position to look at their 
business from other than 
a past performance stand- 
point. The result of this 
condition has been further 
proven that the chance of 
a dealer keeping up to 
date and keeping his trade 
supplied with what it 
should have, which after 
all is the acme of mer- 
chandising, is left almost 
entirely to the element of 
chance instead of a proper 
method-of intelligent 
planning. 

The question arises as 
to what is the best method 


the 








Even the most casual reader is 
going to be impressed with Mr. 
McCormick’s earnestness. He has 
studied this subject thoroughly; 
he knows whereof he speaks and 
his words are full of wisdom. 
Here is an article that approaches 
subject of merchandising 


from a different angle.—Editor. 


ln the matter of getting 
the best and newest in gas 
appliances, as well as the 
old stand-bys, the real so- 
lution of this problem lies. 
Your buying when prop- 
erly balanced places your 
sales floor in_ position 
properly to take care of 
your several classes of 
trade. It also is the means 
through which to build up 
additional trade from the 
fact that your sales floor 
should be in position to 
prove its claim of mer- 
chandising gas appliances 
that suit all pocketbooks 
and conditions and give 
the best that there is in 
the way of service in the 
gas appliance field. 

As you read through 
the foregoing, it may 




















of planning your stock 
and paying the proper at- 
tention to what you should sell? Three distinct 
problems arise in this connection and outline as 
follows: 

First is the matter of your location. You cannot 
expect to plan by rule of thumb from the experience 
of others regardless of where you are located in your 
town and the size of your town. One of the most 
important preliminary steps that must be taken in 
proper planning is to get acquainted with the position 
your sales floor occupies in the minds of your buying 
public. Fioor displays and window displays are di- 
rectly governed by your location. 

The second problem is your class of trade. You 
should know just how your trade is made up. On 
the face of it, this seems to be a very hard problem. 
Your solution lies right under your nose daily. Every 





strike you that the writ- 
er’s remarks do not apply 
to you, as you are the average sales-floor merchant 
who is limited in operating capital and salesforce, and 
through years of practice have a fixed policy covering 
merchandising that has been set up and runs along to 
your satisfaction. 


It Is for You 


Mister Man, you never made a worse mistake in 
your life if you feel that you alone can determine the 
way your business should be run without taking into 
consideration your responsibility toward your buying 
public as to their needs ahd what they snould have. 

Too often outside considerations foreign to gas ap- 
pliance merchandising are allowed to influence the 
buyer’s judgment in properly selecting appliance 
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stock. This is most unfortunate, as the buyer is un- 
wittingly defeating his own ends by not allowing 
himself to be entirely governed by the merits and 
ethics of his appliance business independently of any 
other consideration. 

Do you think that any of the commercial giants of 
this country, such as Marshall Field or A. T. Stewart 
or John Wanamaker, ever achieved the successful 
goal by allowing their buying decisions to be influ- 
enced by any other consideration other than what the 
market afforded and what the public wanted? 

How many times have you, Mister Buyer, made a 
snap-judgment decision about a gas appliance for 
reasons that originated with you entirely and had 
very little basis for fact when intelligently analyzed? 


Forcing Prosperity on Us 


The condition of the gas appliance business during 
the past two years illustrates quite clearly how help- 
less is the gas appliance buyer in nine cases out of ten 
to meet serious emergencies. If you were to go out 
on the road and talk to other gas-appliance buyers. 
you would find at least half of them are sitting around 
talking hard times when the public is again getting 
ready to force prosperity on them, as it has so many 
times in the past and which they could more than 
meet half-way if they would only take a little courage 
in their hands and exert themselves to create pros- 
perity instead of waiting for it to be forced upon 
them. 

The public is the most interesting subject that you. 
as a gas-appliance merchandiser, can ever want to 
study. Ask yourself the question, “How much do I 
know of the public’s wants in my line and how well do 
I know what is on the market in the way of the new- 
est and best in gas appliances from every standpoint ?” 

Take the first ten persons that come into your sales 
floor to-morrow and ask them what they know about 
what there is on the market in the way of gas ranges 
of different styles with the different heat controls or 
the range that heats water while it cooks. Put your- 
self in their position and talk to them and you will 
be surprised to learn how little real knowledge they 
have about their homes’ requirements. As vou go 
on and talk to them further about the advantages of 
gas irons, heaters, radiators, and the manv other gas 
appliances that you ought to know are on the market, 
you will see with what real interest six out of the ten 
will discuss the subject with you, for they have never 
had brought home to them the problems of their own 
home as applying to their particular case. 

So often the question arises as to why it is that 
buyers are so overly cautious about putting anything 
new on their display floors. Probably the most im- 
portant reason can be paralleled with the remark 
historically recorded as having once been said of the 
steam railroad: “Anything that is built to saye time 
and effort cannot be any good because it must be 
dangerous.” You know that we are using steam rail- 
roads to-day. 

Timidity born from ignorance is the real reason 
why new designs on gas appliances have such a hard 
row to hoe in getting started on the market. 


Where Your Duty Lies 


There are absolute tests that if met with by the 


manufacturer will remove all obvious danger in the 
design and construction of new gas appliances. Do 
you, Mister Buyer, ever stop to think when turning 
down a new appliance that the manufacturer who 
sends a salesman to see you has gone over every part 
of his appliance with the thought of eliminating the 
exact points that raise themselves in your mind? 
Whether or not you purchase such new appliance, 
your duty toward the manufacturer is to help him 
discover any weakness that might develop through 
the severe tests imposed in actual service. It is just 
as vital to the manufacturer that he should have ev- 
ery angle of his appliance known and proven before 
it is offered to the public as it is for you to know that 
the manufacturer has taken such steps when consid- 
ering the taking on of such appliance for sale. 

Do you know that in many cases efforts on the part 
of the appliance manufacturer to get the gas appli- 
ance buyer’s views and through him the views of the 
public about his appliances are met with an attitude 
that amounts in some cases to hostility? The very 
source that is doing its best to make possible the 
building up of the gas-appliance business and the giv- 
ing to the public what it wants and needs has to spend 
so much time and effort in convincing the gas appli- 
ance buyer that it is not trying to sell gold bricks but 
really trying to get together with the buyers to give 
the public something new that it becomes a serious 
matter from the financial standpoint to bring out a 
new gas appliance and introduce it to the gas indus- 
try. It has often been said that the gas industry has 
a dignified, moss-grown reputation of being “very 
conservative.” Honestly, if you look the subject of 
the conservatism square in the eye, you would be 
strongly tempted to amend the expression of reputa- 
tion to “very conservative because, on gas appliances, 
very limited to knowledge” 


What We Have to Overcome 


The public for so many years, way before this pres- 
ent generation became the buyers had become so used 
to the most ridiculous price wars and giving away of 
gas appliances that up until the war it looked upon 
the gas-appliance business as a business with an atti- 
tude amounting to contempt. Like the dog with a 
bad name, it is going to be some job.to live this repu- 
tation down. It can be done if the fundamental prin- 
ciples of merchandising are properly grounded in the 
minds of the gas appliance buyers and by them in 
turn intelligently interpreted to the buying public. 

When the war came along and the gas-appliance 
seller was forced overnight into merchandising its 
goods a curious reaction resulted. Caught in be- 
tween a trade momentum and a market shortage of 
appliances without attempting to improve his posi- 
tion and at one move correct years of bad practice in 
selling gas appliances, there was a general reverting 
to an attempt to force a lower market back on the 
manufacturer that was the next thing to disastrous. 
The result of this has been in evidence for the past 
two years. The buyer is still waiting for prices to 
come down before he will begin to stimulate business 
and history bids fair to repeat itself. The gas appli- 
ance buyer will not look at his business as a merchant 
should and plan it accordingly. The manufacturer 
will and is getting forced into the position where 

(Continued on page 427.) 
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April 3 to 8 was “Garland Gas Range Week” in the 
sales department of the Northern New York Utilities, 
Inc., at the company’s salesrooms in the Light & Power 
suilding, Public Square, Watertown, N. Y. 

The feature of the demonstration, a left-hand Garland 
cabinet range, 158 series, in the Wellsville polished blue 
finish with white porcelain enameled splash and door 
panels, elevated oven and broiler, was presented to Mrs. 
James MacCormack, 661 
Bronson Street, Water- 


Gas Range Week a Winner 


You Can Do What They Have Done 


Thomas Lyons and Joseph Jewell were present from 
the home office of the Michigan Stove Works at De- 
troit, Mich., and assisted the regular salesmen to dem- 
onstrate and educate in the mechanics and construc- 
tion of this line of gas ranges. The services of these 
two gentlemen were furnished the utilities company gra- 
tuitously by officials of the Michigan Stove Works, and 
their zeal and ability in demonstrating contributed in no 
small measure to the suc- 





cess of the undertaking. 





town, who was the fortu- | 
nate holder of No. 5656 
and winner in the gas- 
range contest. Retail value 
of this model, $55. 

Actual sales for the week 
totaled twenty-nine Gar- 
land gas ranges, twenty- 
two being of the cabinet 
type, four hotel appliances, 
and three gas and coal 
combinations. In addition 
to these actual sales, 108 
interested prospects were 
listed by the sales organi- 
zation, who expressed a de- 
sire for more time in which 
to decide upon buying. 
These were all extremely 
live prospects and _ this 
number does not include 
the many interested visitors 
who appreciated the display . 
and talked buying with the 


of streets. 








Watertown, situated in Jefferson 
County, N. Y., had a population in 
the 1920 census of 31,285. It is prac- 
tically the same at this date. There 
are 6,600 homes and small business 
blocks in the city. Watertown ranks 
high among cities in the State in the 
ratio of miles of gas mains to miles 
Read the article and we 
know you will agree that the effort 


was worth the result.—Editor. 


There Were 550 Potential 
Buyers 


Salesmen’s and demon- 
strators’ records show that 
the merits of the Garland 
gas ranges were outlined 
and explained to 550 poten- 
tial customers, each of 
whom was given every op- 
portunity to study thor- 
oughly the various models 
shown. 

During the afternoons 
and evenings of the last 
three days of the demon- 
strations, Mrs. Frances F. 
Portt, a professional ca- 
teress, ably assisted in pre- 
senting to the public, tan- 
gible evidence of the cook- 
ing qualities of the Garland 
gas ranges, by cooking and 

















salesforce, but who did not 
actually set a definite time 
for a further conversation with the salesman. No at- 
tempt was made to list or classify the sales or prospec- 
tive sales of any of the other gas and electric appliances 
made at this time. The large number of interested peo- 
ple visiting the salesroom did, however, result in in- 
creased sales activity in all lines of gas and electric ap- 
pliances. 

A carefully arranged window display and floor stock 
of the different models of Garland gas ranges was so 
placed as to secure the maximum freedom of inspection 
by the customer and room for careful demonstration by 
the salesman. Additional lighting facilities were ar- 
ranged to enable evening visitors carefully to examine all 
features of the many models. It is estimated that ap- 
proximately 5,000 people took advantage of this favor- 
able opportunity to view closely the Garland gas range. 

The demonstration and intensive selling campaign was 
directly under the supervision of L. J. Frentz, sales 
manager of the utilities company, assisted by the two 
regular salesmen in the department. No additions were 
made to the salesforce for the week, but the services of 
office assistants from other departments were obtained to 
assist in arranging the preliminary details. 





serving many delectable 
dainties prepared on the 
regular cabinet model. Nearly 200 visitors availed 
themselves of this opportunity to be served actual food 
samples cooked on the Garland. 

Previous to inaugurating this intensive and educa- 
tional gas range selling campaign, it was sought to 
arouse interest throughout the city by means of the gas- 
range contest. Announcements of the contest and dem- 
onstration were carried in both local newspapers and 
letters were mailed to the majority of gas customers in 
the city. 

Six thousand 514x3%-in. cards had been prepared 
with double detachable end stubs carrying identical se- 
rial numbers from 1 to 6,000, one stub for name and 
address of the recipient and the other stub to be used 
in the drawing contest to decide the winner of gas range 
offered as prize 

The center portion of the card contained check 
squares in which the recipient was asked to designate 
various gas and electric appliances which were in their 
homes and operating with satisfaction. 


Studied the Consumers 
A study of the utilities company’s 6,335 gas services 
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was made by the sales department and 5,955 cards 
mailed to the middle-class consumers throughout the 
city, with a form letter requesting that the cards be care- 
fully filled out and returned to the sales department. 
These cards and letters were sent out sealed and bv 
first-class mail. 

A tabulation of the returns show that fifty recipients 
returned the card by mail, 575 brought or sent the card 
in to the office in person and that 5,330 did not respond. 
A compilation of the various combinations of appliances 
reported on the cards returned is shown herewith and 
the totals of all the appliances listed also is given. 

An interesting point discovered by the sales depart- 
ment in this campaign, was the apparent disregard by 





The Window Display Used in Connection with the 
Sale 


so many card recipients of their excellent chance of 
winning a valuable gas range by the mere effort of re- 
turning the card and stub. 


Another was the evident appreciation by so many 
housewives and husbands of a really well manufactured 
and finished gas range. 


TABULATION OF CarRDS RETURNED IN GaAS-RANGE 
Contest—N. N. Y. U., Inc 


625 Cards returned, of which 103 reported having no 
gas or electric appliances. 


522 Cards show the following list of gas and electric 
appliances : 


33—Gas plates 
397—Gas ranges 
3—Gas and coal combination ranges 
19—Automatic water heaters 
121—Tank water heaters 
8—Radiantfire 
1—Gasteam radiator 
1—Electric dishwasher 
42—FElectric clothes washer 
29—Electric ironers 
178—Vacuum cleaners 
242—Electric irons 


103 
21 





~*~ 





THE 625 Carps RETURNED 


Without any gas or electric appliances 

Having gas plate 

Having gas plate, tank water heater, vacuum clean- 
er, electric iron 

Having gas plate, tank water heater, electric iron 
Having gas plate, clothes washer, vacuum cleaner, 
electric iron 

Having gas plate, electric ironer, vacuum cleaner, 
electric iron 

Having gas plate, vacuum cleaner, electric iron 
Having gas plate, electric iron 

Having gas plate, gas iron 

Having gas range 

Having gas range, automatic water heater 

Having gas range, automatic water heater, tank wa- 
ter heater 

Having gas range, automatic water heater, vacuurr 
cleaner, electric iron 

Having gas range, automatic water heater, clothes 
washer, vacuum cleaner, electric iron 

Having gas range, automatic water heater, tank wa- 
ter heater, clothes washer, vacuum cleaner, elcetric 
iron 


The Sales Floor 





1 Having gas range, automatic water heater, tank wa- 
ter heater, clothes washer, electric ironer, vacuum 
cleaner, electric iron 

1 Having gas range, automatic water heater, Radiant- 
fire, vacuum cleaner, electric iron 

2 Having gas range, automatic water heater, electric 

iron 

Having gas range, tank water heater 

Having gas range, tank water heater, Radiantfire 

Having gas range, tank water heater, Radiantfire, 

vacuum cleaner, electric iron 

1 Having gas range, tank water heater, Radiantfire, 
electric iron 

1 Having gas range, tank water heater, Gasteam ra- 
diator, electric ironer, vacuum cleaner, electric iron 

1 Having gas range, tank water heater, dishwasher, 
vacuum cleaner, electric iron 

1 Having gas range, tank water heater, clothes wash- 
er, electric ironer, vacuum cleaner 
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Having gas range, tank water heater, clothes wash- 
er, electric ironer, vacuum cleaner, electric iron 

6 Having gas range, tank water heater, clothes wash- 
er, vacuum cleaner, electric iron 

1 Having gas range, tank water heater, clothes wash- 
er, vacuum cleaner 

6 Having gas range, tank water heater, electric ironer, 

vacuum cleaner, electric iron 

Having gas range, tank water heater, vacuum clean- 

er, electric iron 

3 Having gas range, tank water heater, vacuum 

cleaner 

23 Having gas range, tank water heater, electric iron 

1 Having gas range, Radiantfire, electric iron 

1 Having gas range, clothes washer, electric ironer, 
vacuum cleaner 

1 Having gas range, clothes washer, electric ironer, 

vacuum cleaner, electric iron 

Having gas range, clothes washer, vacuum cleaner, 

electric iron 

Having gas range, clothes washer, electric iron 

Having gas range, clothes washer, vacuum cleaner 

Having gas range, electric ironer 

Having gas range, electric ironer, vacuum cleaner, 

electric iron 

Having gas range, electric ironer, electric iron 

Having gas range, vacuum cleaner, electric iron 

Having gas range, vacuum cleaner 

Having gas range, electric iron 

Having gas range and coal combination 

Having gas range combination, automatic water 

heater, electric ironer, vacuum cleaner, electric iron 

1 Having gas range combination, tank B, vacuum 

cleaner, electric iron 


~2 


He et OD OO 
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3 Having automatic water heaters 

7 Having tank water heaters 

1 Having tank water heater, clothes washer, electric 
ironer, vacuum cleaner, electric iron 

1 Having tank water heater, electric ironer 

? Having tank water heater, vacuum cleaner, electric 
iron 

1 Having tank water heater, vacuum cleaner 

3 Having tank water heater, electric iron 

1 Having Radiantfire 

1 Having Radiantfire, electric iron 

3 Having clothes washers 

~) 


Having clothes washers, electric ironer, vacuum 
cleaner, electric iron 

4 Having clothes washer, vacuum cleaner, electric 
iron 

Having clothes washer, electric iron 

Having vacuum cleaners 

Having Vacvum cleaner, electric iron 

Having electric iron 


Pome 318-329-2266 


NORTHERN NEW YORK UTILITIES INC. ’ 


‘RETAIN THIS: GARLAND GAS RANGE WEEK, APRIL 3 TO 8, 1922; 


Check (X) in the margin appliances 
listed below, those working im your 


[] Dish Washer 


GARLAND ;  C-] Gu» Rance 


‘x ; Clot Washer 


te pear Howe; EC] Femk Water (] Btecetetrwner 
WITH “ oO Rediant Fire Cl) Vecaum Cleaner 
THE NORTHERN ’ Cl Gas Steam Cj Electric Iron 
ALY. OTLITES INC. j : 
WATMETOWE.RY | Name sosictailciininhdiinian 


This is the circular letter that was use: 


NORTHERN NEW YORK UTILITIES, INC. 
WATERTOWN, N. Y. 
April 1, 1922. 
Dear Madame— 

Is it a pleasure for you to cook? 

Not if you are using a coal range in hot weather or a 
worn-out old-type gas range. 

This is Garland gas-range week. We are giving a 
demonstration of Garland gas ranges for the week be- 
ginning Monday, April 3 in our display room in the 
Light & Power Building. We invite you to attend this 
demonstration and see the many advantages of the last 
word in cooking appliances. Garland ranges decrease 
the labor of cooking and the heat-spreading burners 
save gas. 

Prices on these ranges are back to pre-war days and 
are lower now than they will be six months from now. 
In addition to the low price we are making a special 
price for this sale. 

We are giving away one of these Garland ranges dur- 
ing the week. If you will bring the enclosed card to 
our store when you come to the demonstration, filled out 
complete and signed, we will show vou how vou may be 
the happy owner of a Garland gas range free. 

Very truly yours, 
NortHERN New York Utitittes, Inc 





Bureau of Mines Issues Technical Paper on 
the Properties of Toluol 


Pure toluol (also known as toluene) is a colorless 
oily liquid with an odor somewhat like that of ben- 
zol, states the United States Bureau of Mines in 
Technical Paper 268, just issued. Its freezing tem- 
perature is low, nearly —100 deg. Cent. Its boiling 
point is 111 deg. Cent. and its specific gravity is 0.872 
at 60 deg. Fahr. Its chemical properties are in many 
respects like these of benzol. 

Commercial toluol, a product of which 90 per cent 
will distill below 120 deg. Cent., is usually obtained 
from crude benzol. The crude benzol distilled be- 
tween approximately 100 and 120 deg. Cent. is termed 
commercial toluol and has a specific gravity of 0.362 
to 0.870 at 60 deg. Fahr. The uses of this product are 
similar to those of the benzols. Having a higher 
boiling point, it is less volatile and dries more slowly 
when used in varnishes and similar preparations— 
an advantage in many of these preparations. It is a 
valuable ingredient in turpentine substitutes. 

Commercially pure toluol may be prepared from 
the 90 per cent toluol by further distillation and rec- 
tification. As the boiling point of pure toluene is 111 
deg. Cent., the fraction separated begins to boil at 
111 deg. Cent. and to yield 95 per cent at about 111.8 


deg. Cent. or 10 per cent within 2 deg. of the botling 
point of toluene ; that is, 111 deg. Cent. 

Chemical plants work this product into a more re- 
fined product. Commercial toluol is the source of the 
explosive TNT (trinitro-toluene), of dyes for cotton, 
of synthetic flavoring and perfume materials, and of 
other chemical compounds. 
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Selling on a Community Basis 
Another Way of Getting Results 


By C. E. SHAFFNER 


One of the most prominent members of a trade as- 
sociation that has achieved splendid success during 
its ten years of existence arose in a State convention 
not long ago and stated that the remarkably good 
results attained by that organization were undoubt- 
edly due to an inspirational state of mind engendered 
by a capable general manager whose high ideals had 
actually brought association members to a complete 
realization of the duties their industry owed to their 
respective communities. So spontaneous was the re- 
ception accorded his remarks that in a short time a 
volume of personal testimony was offered by business 
men in this industry who by citing facts and figures 
explained that following the adoption of a point of 
view calculated to take into account their responsi- 
bility with respect to the communities they served 
increased financial returns had undeniably resulted. 

A Detroit builder has taken a similar stand by 
erecting apartment houses of the compact solidiy 
built type in spite of the fact that he anticipates some 
difficulty in renting these small apartments upon their 
completion. “But I am quite sure,” he says, “that 
when the auto industry gets back to normal there is 
going to be a crying need for this kind of apartment. 
due particularly to the influx of a new population 
from all parts of the country. With all of our indus- 
tries going full tilt we will need these people and we 
will be able to provide them with decent places to 
live, thereby correcting the erroneous impression that 
has been created within the past few years by bad 
housing conditions.” 

In this connection gas companies in Detroit, To- 
ledo and other Ohio and Michigan cities have taken 
an active interest in providing the necessary require- 
ments for the use of gas in their respective communi- 
ties: This action has taken the form of an informal 
survey whereby every section of the city has been 
covered with a view, of course, of eventually selling 
more gas and gas appliances but fundamentally as a 
means of establishing a complete community service, 
thereby making potential sales for the future. Sani- 
tation, safety, convenience, economy. freedom from 
odors and a number of other factors which are taken 
into account by builders and by city officials have 
proved to be the determinants of sales, rather than 
getting orders from prospects or “leads.” 

The Peoples Gas Company, of Chicago, summar- 
izes this new view in its current advertising as fol- 
lows : “Service First” is a maxim of the gas company, 
to the fulfillment of which every working activity of 
our thousands of employees is daily rededicated. 

“Gas for heating solves the problem of building 
owners and tenants. No soot, no smoke, no odor, no 
waste. To the manufacturer gas service offers re- 


liable, even heat, eliminates the cost of handling raw 
fuel. disposal of ashes and labor incident thereto. In 
Chicago alone 23,422 industries are using gas ser- 
vice. The proof of gas service efficiency is improved 
production. 


The responsibility for delivering your 





fuel supply uninterruptedly and with desired volume 
is assumed by a properly equipped organization of 
accepted reliability. 

“Gas for household or industrial use always meets 
your requirements—in any volume—at any time—in 
any place.” 

Here is unquestionably presented the underlying 
basis for realizing the responsibility of serving a 
community, in line with present-day tendencies and 
developments. ‘The numerous and far-reaching im- 
plications of such a viewpoint are readily illustrated 
by the following instances: 





An Enlightening Instance 


In a recent convention of laundry owners, one of 
the speakers stated that in his opinion the majority 
of apartment houses of the future would not be 
equipped with tubs and gas plates for laundering 
purposes, making it necessary for the laundry plant 
to take care of the family wash. This announcement 
has brought about increased activity on the part of 
gas companies who anticipate the ultimate outcome 
and as a result builders, contractors and architects 
are being approached on a basis whereby the actual 
situation in most families is presented with a view of 
showing that it is practically impossible to entirely 
dispense with home washings to a greater or lesser 
extent even though laundry service is used regularly 
and that instead of dispensing with facilities for this 
purpose an attempt should be made to improve gas 
attachments and other appurtenances. 

In the Michigan and Ohio cities referred to in this 
article as well as in a number of other places a new 
type of lunch room has come into popular favor so 
that, as one citizen says, “They dot the city blocks 
with practically the same regularity as the obsolete 
saloon.” All of the cooking in these new eating 
places which are designated as “Coney Island 
lunches,” “Hamburgers,” and the like, is usually done 
on a gas range in plain sight of passers-by. These 
lunch rooms are invariably packed to more than ca- 
pacity at meal time, while a great many appetites are 
also satisfied during the day and even in the early 
morning hours. Here is a type of lunch room that 
has existed for a long time but now flourishes prin- 
cipally because it sells popular articles of food at rea- 
sonable prices in line with the universal desire for 
economy. Incidentally the progress of this kind of 
eating place has created a new market for gas and 
gas appliances and, what’s more, a widespread in- 
terest in going into this business on the part of a 
number of people temporarily unemployed but with 
sufficient funds to embark in a small bisiness of this 
nature. These favorable prospects may be readily 
discovered by proper inquiries in different quarters 
and in some instances are direct, although not always 
developed properly. 

(Continued on page 427.) 
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By WILLIAM H. MATLACK 


After You Have Made Your Analysis, What? 

In the March Merchandising Number of this mag- 
azine we told how one young man made an analysis 
of the motives that prompted folks to purchase water 
heaters. This article indicated “the reasons why” 
and suggested the adoption of those reasons for 
themes to be employed in writing ‘hot water service” 
advertisements. It being evident from the analysis 
made that the majority of cases where purchases of 
water heaters were made that the big idea back of 
the purchase was not merely a water heater, but an 
“appliance that would render an efficient and inex- 
haustible hot-water supply.” An appliance was nec- 
essary, yet the only reason for the appliance was be- 
cause it would supply its owner with good hot water 
service. 

Now to carry the idea a little further and, in order 
to illustrate to those who may wish to employ the 
suggestions offered in the article mentioned, we are 
going to show here some concrete examples of how 
we would make use of the data secured in the 
analysis. 

Let us first take for illustration the one idea that 
is usually exploited. where the mention of water 
heaters is made—“‘hot water for the bath.” Where 
this theme, “bathing,” is to be employed there should 
be an illustration; the text matter and headlines 
should state in positive language that the hot bath 
was the thing, and follow by telling why. Plenty of 
data may be obtained from the manufacturers relat- 
ing to the opinions and recommendations of health 
authorities on the subject and its relaticn to good 
health. If the dealer desires to employ current news 
or news stories in connection with his advertising 
this may be readily accomplished, by keeping before 
himself the fact that he is seeking ideas as he reads 
the daily papers, current magazines and trade papers. 
To illustrate this, take the story of the king’s prefer- 
ences regarding places of abode, for reason that one 
has no modern bath as against the other which in 
every other respect is more “fit for a-king”—yet our 
English cousin wants his “with.” Here is a current 
news story that may be tied in and played upon unto 
your heart’s content in connection with a water 
heater ad. 

Another tie-in may be made in connection with the 
ever-present washing-machine advertisement. Here 
you can capitalize on the fact that the progressive 
housewife who has purchased and is using a mechan- 
ical washer, may yet be one thousand years behind 
the times, and be none the less of a household drudge. 
if she still employs the boiler method of heating the 
water for use in connection with the washer. In lav- 
ing out your advertisements to put over this idea you 
may even talk of cost, showing that the cost of hot 
water with the gas-fired water heater is so very low 


that any laundry that has a modern mechanical 
washer, and does not have “hot water as quick as a 
wink” has but half a modern laundry. 

Hot water is the most essential element in connec- 
tion with the laundry. Without it there can be no 
snowy white bed, body or table linen, and every 
woman realizes this, and no matter how her clean- 
clothes problem is solved or by whom she demands 
the plentiful use of hot water. In order to reach 
those women who as yet have not purchased power 
washers the accompanying sketch is offered. “Ask 
the woman”; ask her if she is content to lug, or will- 


ing to permit the washer woman to lug, hot water 
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from stove to tub and rub board, consume an unnec- 
essary amount of time and energy, to say nothing of 
gas, when with a modern gas-fired water-heating 
system all these things may be reduced from labor 
to a “turn of the spigot.” 

Another use for hot water and plenty of it, three 
times each day and at least ten hundred times each 
year, is in connection with the dreaded task of dish- 
washing. This task, no matter how performed, may 
be dwelt upon in your advertising Take the up-to- 
the-minute power dishwasher. It requires, above all, 
plenty of hot water. Point out to the housewife that 
it is foolish to purchase and try to use this modern 
appliance unless she first has an adequate supply of 
piping hot water. Ask her why she does the thing 
half-way, why she clings to the kettle when an auto- 
matic or storage system of gas-fired water heating 
may be had. Tell her that with such a system, and 
water piped right to the dishwasher, her labors would 
be almost nil. 





































































































































416 AMERICAN GAS JOURNAL 


Mes 6, 1922 











tf 














Each of the “reasons why” as developed by the 
analy.is, suggested in our March article, and many 
many others, will provide the man who really wants 
to e...ploy new and timely themes in connection with 
his water heater advertisements an abundant supply 
of ideas. 

Lhe advertiser may spend months and months in 
continuously exploiting this idea of hot water ser- 
vice. and in so doing never depart from the “What it 
will do to make home work more efficient, profitable 
and pleasant.” If the advertiser desires he may fea 
ture and play up the fact to women that it is her 
duty and right to expect these modern conveniences. 
He may now and then depart from illustrations that 
feature in some way the specific use of hot water in 
connection with some household task and make his 
theme “Happiness.” Women are coming to realize 
that they must adopt any and all household appli- 
ances offered by dealers which will enable them to 
perform their home labors more quickly and with 'ess 
labor ; that she is entitled to all the “time oft” which 
the use of such appliances will afford, and which will 
permit her to spend more time with her children and 
friends and in doing things that will make her a bet- 
ter and happ.er woman, wife and mother than she 
could ever hope to be if about 75 per cent of her wak- 
ing hours were spent in household labors. 

Figure this out for yourself and remember we have 
only scratched the surface. There are thousands of 
“reasons why” a water heater should be part of the 
equipment of every home where there is a gas meter, 
and but one reason why it is not. That reason is, 
some one has failed to sell the housewife the idea of 
hot water service 


What Is the Idea in a Gas Range? 
A sales manager who is really on his toes; who is 
up and going, doing things, in a big way in a small! 
town, wrote us the other day saying, “We are going 
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to stage a big show here—a continuous performance 
from January to December. We are going to start 
the selling season now with a special range campaign 
and keep ‘selling all the time. I wish you would send 
me a couple of ideas for local newspaper ads.” 
Previous correspondence with this man and sam- 
ples of his past gas range copy conclusively proved 
that he had need for an idea or two, for his ads, 
while unlike the sphinx type (having stood for ages 
without saying anything) were all of the “common 
or garden variety” so prevalent in grandma’s day; 
running something like this: “The cook can leave, 
but how about the good wife? Why swelter over an 
old coal range when you can do it with gas (swelter, 
we presume) at half the cost? Gas is cheaper, 
quicker and cleaner,” and wound up by offering a 
kitchen outfit with each gas range purchased. Other 
ads featured price and construction, all of which may 
have been all right and legitimate in the past, when 
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the gas range was little known or appreciated. The 
new era into which we are just entering is going to 
put it squarely up to the merchandiser of gas appli- 
ances to use modern methods in merchandising, or 
let someone else, who is willing to, reap the profits 
that may be had from such effort. 

Getting back to our story, while it is a rare thing 
for anyone to have a lot of good ideas in stock, we 
are always willing to try to work up one and, if we 
can't do that, to scout around until we uncover some- 
thing that suggests one. 

What is the idea in a gas range? 3s a question we 
have often asked ourselves. There is an idea back 
of the gas range. What is it? 

These were the questions to be answered. We 
started to make an examination. We needed a new 
theme for use in connection with gas range advertise- 
ments. This decided. our next move was to talk to a 
few practical cooks, and to get out a pad and do a 
little figuring on the cooking problem, and all the 
while to observe, first-hand in our own home, just 
how this problem was solved. It was while we were 
in the midst of this first-hand investigation, this pil- 
grimage into the mysterious realms of the culinary 
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department and art, that, due to a sudden illness on 
the part of the general manager of our own domestic 
organization and the mysterious absence of “the cook 
lady of color,” we got what we were looking for— 
first-hand information. 

At intervals between the time we lit into our shoes 
in the morning and when we dove off the town trolley 
at noon, in a rush for home in order to get there be- 
fore the water we had left on the range became 
scorched, we had a moment now and then to observe. 
reflect, and get an idea on “kitchen mechanics” for 
use in building an ad. 

However, it was not until the G. M. got back on the 
job that we were able to catch up with ourself and 
jot down our findings. 

Now that it’s all over (we are thankful) and we 
have been through the mill, or kitchen, as it were, 
we would not take a million for the experience This 
couple of weeks’ experience did much to uncover the 
fact that there is an advertising idea in the gas range, 
the big idea, as we see it, is spelled EM AN CIPA- 
TION. Time is the big element—time and ten- 


perature control of the oven. The next move will be 
burner control through the appliance. 

Actual surveys, observations, time spent in cook- 
ing, in observing other cooks, and in talking to cooks, 
develops the startling fact that an average of 4.57 hr. 
per day or, in round numbers. an average of 25 hr. 
each week are devoted to cooking in the average 
American home. Think what this means: one-third 
of the daylight hours of every day are given to the 
preparation of food where the ordinary range is in 
use. 

“Time, the tomb builder,” then, is the element to 
be considered and featured in building the gas-range 
advertisements to-day. Time and oven-heat control 
will give to anyone who desires to get away from the 
threadbare slogan, “Cook with gas,” enough mate- 
rial for many, many telling tales, themes and talks. 

Turn these elements over in your mind—time and 
control. “Try it out on the dog.” Why will the 
woman be interested in such advertisements as the 
one illustrated, “Cutting cooking in two”? 

There can be but one answer: The woman real- 
izes that the time she spends in cooking may be em- 
ployed for many other, better things—things that are 


more pleasant and profitable to her well-being and 
the well-being of her children and home—but—there’s 
dinner to get. 

Now, Mr. Gasman, go to her; show her how she 
can cut the time thus spent in half; prove to her by 
actual demonstration that she can prepare her meal, 
set the oven control on her range, go to the picture 
show or have friends in for bridge, without a thought 
of the dinner. Demonstrate this to her in her own 
home. She will respond and will tell her friends and 
you will be well repaid for your efforts. Give the 


woman more time for better things and you will soon 
be supplying her with other labor-saving appliances. 

The idea in the gas range is, more efficient and less 
laborous cooking—by positive fuel and heat control. 





California Commission Indorses Advertising 

San Francisco, Cal.—Descrihing newspaper advertis- 
ing as the most effective and cheapest form of sales- 
manship, President Harley W. Brundige of the Cali- 
fornia Railroad Commission gave his unqualified ap- 
proval in a recent rate hearing of the reasonable use of 
newspaper space by power and other public utility con- 
cerns to promote and extend their business. The state- 
ment by President Brundige is contained in a letter to 
Franklin Hichborn, who had questioned the right of 
power companies to charge advertising to operative ac- 
count, especially in territory where competition is not a 
serious factor. 

That utilities in certain fields do not have serious com- 
petition does not affect the proper use of advertising. 
Mr. Brundige said, and pointed out that modern adver- 
tising seeks to create new business rather than to take 
it away from a competitor. When advertising is rea- 
sonably and wisely used, measured hy results obtained, 
and is not of the political propaganda type, it is a legiti- 
mate operating expense, Brundige held, adding that by 
creating increased volume of business it results ulti- 
mately in reduced cost to consumers. 

It is not only legitimate on the part of the company, 
but desirable from the standpoint of the rate-pavers, he 
claimed. 

The letter to Mr. Hichborn, outlining the commis- 
sion’s attitude toward legitimate business -advertising, 
reads: + 

“I have your letter of recent date enclosing wn ad- 
vertisement of the Pacific Gas & Electric Company in 
a Santa Clara County newspaper and asking whether 
such advertising is necessary in a territory where the 
company is without an important competitor. ‘The ad- 
vertisement is of a general character, evidently one of 
a series of a campaign intended to stimulate the use of 
electrical power and thus to increase sales. 

“Frankly, I cannot see what competition has to do 
with this class of advertising. Modern advertising is 
creative—it produces demand and brings new business. 
Its use is universal in industrial and commercial life. 
By producing volume it leads to quantity production 
and lower rates. Much of the best national advertising 
is almost exclusively directed to this end. You are 
doubtless familiar with the great success in market ex- 
pansion that has attended the advertising campaigns of 
co-operative farm groups, such as the raisin, citrus, 
prune and peach associations. Merely taking trade away 
from a competitor without developing new business is 
a quite negligible feature of modern advertising. 

“In my opinior, the advertisement of the Pacific Gas 
& Electric Company to which you refer is not only 
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legitimate but very desirable, as it is designed to in- 
crease the total sales of electric energy by stimulating 
use. At the present time with the development of hydro- 
electric power, an expanded market is necessary to 
utilize this energy. 

“The cost of selling this product is recognized as a 
legitimate operating expense and advertising is conceded 
to be the most effective and at the same time the cheapest 
form of salesmanship. 

“In stimulating additional uses of electricity througn 
effective advertising, the company by increasing volume 
decreases the cost to each consumer. Electricity that 
goes to waste for lack of consumers is necessarily paid 
for by somebody. The more of it that can be put to 
use, the cheaper it will be to everybody. Even if the 
direct cost ‘of the advertising is reflected in the rates, 
the indirect savings are bound also to reflect themselves 
in the ultimate rates, and the final saving will be greater 
than the immediate cost. 

“There are, of course, classes of advertising which 
could not be allowed in operating expenses. Chief of 
these is so-called ‘propaganda’ advertising, to which the 
public service corporations sometimes, though I am glad 
to, say not often, resort. Such advertising is intended 
to influence the vote of the people on public questions 
in which the corporations may be interested. Such ad- 
vertising is not a proper charge against operating ex- 
pense and, if indulged in, the cost must be borne by the 
stockholders out of their own pockets. There is also 
advertising to sell stock or bonds, which must be charged 
to the cost of money and not to operating expenses. 

“The Advertisement you enclose does not fall within 
either of these last-named classes. So long as newspaper 
advertising is devoted to taking on new business, thus 
increasing through additional sales the total revenue and 
ultimately reducing the cost to the consumers, and so 
long as such advertising is reasonable and wise when 
measured by results obtained, the commission allows 
the cost of such advertising as a legitimate item, properly 
included in operating expense.” 

The above ruling, coming as it did from the president 
of the Railroad Commission, sets forth the increasing 
value of newspaper advertising, to-day the national 
salesman of business. California utilities are using ad- 
vertising space more than ever before. President Brun- 
dige’s ruling was received up and down the State in 
high favor by advertising men and by newspapers. 





Smokeless Fuel 


In a survey of the Salt Lake City smoke problem, 
engineers of the Bureau of Mines found that about 
27 per cent of the smoke made in the city was from 
residences. As the most obvious way of eliminating 
the domestic smoke nuisance is to provide smokeless 
fuel for these consumers, the bureau conducated an 
investigation regarding the feasibility of establishing 
a local supply of coke to take care of domestic heat- 
ing requirements. The bureau found that the instal- 
lation of a by product plant of sufficient size to sup- 
ply the entire domestic demand of Salt Lake City for 
coke fuel is not economically feasible unless munici- 
pal legislation prohibiting the production of smoke is 
obtained By education and legislation consumers 
must be induced to pay $3 more per ton for smoke- 
less fuel than for the ordinary bituminous coal in 
order to make the carbonization plant a success. 


While the coke and by-products of a low-temperature 
carbonization plant would probably find a readier 
market than those of a standard high-temperature 
plant, neither plant would be a commercial success 
without protective legislation. 

A semi-experimental 100-ton plant should be able 
to operate with a smaller differential between the 
price of coal and coke due to more favorable dis- 
posal of the smaller volume of by-products. Future 
developments in the iron industry of the State and in 
the substitution of by-product ovens for the beehive 
ovens at Sunnyside, Utah, when conditions warrant 
the change, will make available a supply of the 
smaller sizes of coke for domestic use, but :t is doubt- 
ful whether the entire domestic demand can be sup- 
plied in this manner at a sufficiently low price. No 
single solution for the domestic smoke nuisance ap- 
pears available. Means which should be considered 
for alleviating the nuisance are: (1) Sale of the avail- 
able supply of gas-house coke; (2) briquetting of 
coke breeze from the beehive ovens at Sunnyside for 
domestic fuel; (3) burning of powdered coal where 
feasible; (4) installation of semi-experimental 100- 
ton plant for low-temperature carbonization; (5) con- 
tinuation of educational campaign to teach domestic 
consumers proper methods of firing and native coal 





Notes of Investigations of Bureau of Mines 

At the Pittsburgh, Pa., experiment station of the 
Bureau of Mines, Dr. Reinhardt Thiessen is continu- 
ing the study of the origin and the changes of the 
cellulose, ligno-cellulose and the resinous matters 
from peat through the lignite into coal. 


Test runs have been made by J. D. Davis and J. F 
Byrne at the Pittsburgh, Pa., experiment station of 
the Bureau of Mines to determine the relative ten- 
dencies to spontaneous combustion of different parts 
of the Freeport coal seam, the critical temperatures 
being 185, 190 and 207 deg. Cent. The coal below the 
floor is very rich in anthraxylon and runs 4.4 per cent 
sulphur, of which 3 per cent is pyrite and marcasite 


In. the physico-chemical study of sulphur in coke, 
being made by A. R. Powell, physical organic chem- 
ist of the Bureau of Mines at Pittsburgh, Pa., experi- 
ments have been conducted on the study of the de- 
composition of calcium sulphide. It was found that. 
working with boiling water at 100 deg., calcium sul- 
phide is hydrolized very slowly, the rate being in- 
creased by the addition of magnesium oxide Small- 
scale laboratory tests will be made on coke containing 
fairly pure calcium sulphide to discover if it is fea- 
ible for desulphurizing coke. 





Fractionation of low-temperature tars from Free- 
port coals has been completed by the Bureau of 
Mines at Pittsburgh, Pa., and the oils will be distilled. 
Data are being compiled for a report of the investi- 
gation. 
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“But we can’t spend a lot of time and money on 
our windows. We don’t carry a regular window 
trimmer on our pay roll and sometimes we don’t 
know how to go about it to get something different.” 

It was not an unusual situation for a gas company. 
Especially in the less-than-metropolitan cities. In 
the first place, the speaker had not thought out this 
thing of arranging business-bringing windows. Be- 
cause he had not gone 
thoroughly into the sell- 


“But We Can't Spend Much on Windows” 


A Few Suggestions for Trimming That Should Appeal 


By CALVIN LINDLEY 


to cook for company with an out-of-date gas 
stove. Getting meals is a pleasure on this range. 

down and ——— a. Come in and see it 
demonstrated. 


Then there is the simple expedient of upsetting a 
kettle of beans cn top of the range. All that it takes 
to make a connection between this and the range 

offered for sale is the 
sign: 








ing angle of it he had an 
idea that gorgeous dis- 
plays are demanded. It is 
true that the splendid 
stage settings for Zeig- 
feld’s Follies will make a 
great impression upon 
people. But what is re- 
membered longer is some 
bit of stagecraft that 
David Belasco presents— 
like causing -the cat to 
walk across the stage at 
each performance. 

This danger of over- 
whelming the beholder 
with the mass of stuff in 
the window is all too com- 
mon. \WVhat the gas com- 
pany wants is to leave a 
definite impression upon 
the beholder that the win- 
dow contains some appli- 
ances that she can use. 


—Editor. 








Every Merchandising Issue of 
the “Journal” contains some win- 
dow display suggestions. We 
wees you will find these up to the 


mark we have set for ourselves. 


SPILLING THE 
BEANS 

This range ordi- 
narily sells for more 
but for weeks 
we offer it at $}—— 
because we've made 
our plans to do a cer- 
tain amount of busi- 
ness. You can’t buy 
better for the money. 
Come in and see for 
yourself. 


Another thing that is 
always of interest to the 
women is the subject of 
providing for the wife af- 
ter the husband’s death | 
‘lo take advantage of this 
trait get from a stationer 
one of the printed legal 
forms for wills. Fill in the 

















The sooner the window 
trimmer concentrates up- ; 
on the plan of implanting a definite idea with each 
exhibit the quicker are the efforts in the windows 
going to be reflected in the sales. 

Did you ever see a cartoonist on the stage, or on 
the lecture platform, draw a picture of a face? Then 
with a single line change it into a smiling or a scowl- 
ing person? That is the way a great many windows 
can be arranged. First of all the merchandise should 
go into the window. It should be something that the 
average household could use with benefit. Other- 
wise it is not good business for the gas company to 
give it space. After this, some familiar object can 
be included and a clever card can combine the con- 
tents of the window into a definite idea. 

For instance, there is the use of a stuffed fish or a 
picture of a fish. Such a fish can easly be secured 
from an enthusiastic fisherman who has had one of 
his choice specimens mounted by an expert. Place it 
in the window with a display of gas ranges The ac- 
companying card should read: 


A FISH OUT OF WATER 


Any woman feels like a fish out of water trying 





blanks with the name of 

some mythical woman in 
your city. Attach it to the card on which you are to 
make this sign: 


DON’T LEAVE IT ALL TO YOUR WIFE 

She may feel that “we can’t afford it—vet,” but 
you ought to see that if this ironing machine 
saves health and labor, it will save money. Show 
her it’s a good investment—and easy to pay 
for, too. . 


Along the same line is a display that emphasizes 
the tendency of women to worry along with what 
they have—especially when they can’t immediately 
translate the investment into terms of money in the 
savings bank. The sign alone attracts to the ironer: 


IF YOUR WIFE WON’T PROVIDE 
the labor and health-saving appliances that she 
needs to keep the family’s future free from 
“break-downs” it’s up to you to investigate. Of 
course, she hates to spend money—but come in 
and see it as your good investment. 
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You will find, by asking the circulation men of the 
local newspapers, that great quantities of women fol- 
low the serial stories they publish. Take one of the 
instalments of these stories from the local paper and 
mount it on cardboard. Have with it this message: 


THIS ISN’T ALL THE STORY 
We can’t show all styles of gas stoves and 
ranges in this window. Continued on the inside. 
Come in and learn how the woman who cooks 
can be “happy ever afterward.” 


Another thing that many women do is to send 
postcards. And many of them find a favored view 
and write, “Wish you were here.” Therefore make 
a big postcard for your window. Take a piece of 
cardboard and with any souvenir postcard for a 
model you will see how to fix it. Where the picture 
goes show a large photograph of your display room. 
Underneath it write—in script, don’t print: “Wish 
you were here. Local Gas Company.” Address it 
to “Mrs. Careful Housewife, City,” and hang it in 
your display window. 

Few women can pass by a mirror without glancing 
at themselves. You can set a mirror squarely in the 
window. Affix to it a sign that reads: 


CAN YOU SEE YOURSELF 
cooking at a handsome modern range like this? 
It would be a pleasing picture, wouldn't it? Easy 
to make real—only $—— a month to be paid. 


Another novelty is to mount a pair of opera glasses 
upon a tripod in front of a room heater or other ap- 
pliance. The caption on the card should be: 


YOU CAN LOOK A LONG WAY 
but you'll not find as nice a heater that will serve 
as well for this price, $—. 

None of these windows require much time for their 
preparation, yet they will be different from the ordi- 
nary window. ‘The best thing about them is that 
they have the atmosphere of being “home made,” 
which is especially appropriate in trying to sell things 
that go into the home. 





Uses for Raw Coal Tar 


Many uses have been found for raw or dehydrated 
coal tar, states W. W. Odell, fuel engineer of the 
United States Bureau of Mines, in Technical Paper 
268, just issued. In fact, these are so numerous that 
there is no longer an excuse for throwing tar awa} 
or disposing of it wastefully. Some of the uses for 
tar and preparations in which it is employed are as 
follows: Timber preserving, fuel, tarred felt, paint 
for stone, brickwork and iron, road-construction ma- 
terial and road-dust settler, waterproofing compounds 
for cement and for roof paint, germicides, and mis- 
cellaneous special preparations. 


News from the Oil Fields 


A group of Texas bankers, E. W. Moore, president 
of the Guaranty State Bank, Temple; G. L. Black- 
ford, president of the State National Ranti- of Denni- 
son; Jack Womack, president of the Pendegast- 
Smith Banking Company, Mexia, have become asso- 
ciated with the J. K. Hughes Developing Company, 
which ‘is now drilling the Freeman twenty-three acre 
tract in the Fish Pond district. ]. K. Hughes is 
said to have made millions in oil and many people 
believe he will repeat. 





Gushers have placed the Orange Field of Texas in 
the 25,000-bb]. daily class and now they say they 
expect to make it 50,000. 





Oil City, Texas, has 2,000 population. Six months 


ago it was a cow ranch. Oil did it. 





English geologists predict big oil pool about Ath- 
ens, Texas. It will be nothing unusual. Texas seems 
to have oil every old place except where the present 
writer invested. 





_Some “experts” now say the tides aftect the flow of 
oil and the pressure of gas. Certainly they do: that 
is reasonable. 





Near Currie, Texas, a farmer leased his land for 
oil drilling and now gets $150 a day, yet we are told 
to pity the poor farmer. Guess we ought; they should 
pay him $200 a day. 





A pipe line from Jacksboro, Texas, to Mexia, 140 
miles, is near completion but the promoters are sure 
of oil in their piping. 





Around Franklin, Texas, nineteen wildcats are 
drilling for oil and the folks are jubilant. In Colo- 
rado they shoot these cats, claiming that they injure 
their stock. Customs vary. 





Figures show that the total production in the 
Mexia field since its discovery, up to March 1, is 
15,516,343 bbl. 





Stephensville, Texas, reports that the Texas Com- 
pany has renewed all its leases in the Lingleville 
territory, eleven miles west of the city of Stephen- 
ville. 





Putnam, Texas, and Rockdale, Texas, claim to have 
struck gas, but so far the amount has not been esti- 
mated. 





Mexia Royalty advances price of units to $12.50. 





J. C. McCormack, famous oil scout, has gone in 
business for himself. The company is known as 
McCormack-Mexia Syndicate; headquarters, Burk- 
burnette Building, Fort Worth, Texas 
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As the Journal Views It 











Removal Notice 


The “American Gas Journal” is now 
located in the Dodge Building, 53 Park 
Place, New York City. Our new tele- 
phone number is Barclay 6736. 











Buying and Selling 


In the article by Frank L. McCormick, which is the 
leading feature of this week’s issue of the JouRNAL, 
will be found much food for thought. 
approached the subject of merchandising from a slightly 
different angle, and that he has covered the ground, we 
think, goes without saying. Of course, the question of 


The writer has 


buying the right appliance is a large part of the selling 
game, and by this we mean that appliance which is 
most readily adaptable to the uses of the customers of 
the company. Now, this knowledge of the right equip- 
ment to offer for sale to the retail customers can only 
be gained by close study of the conditions; but it does 
not follow, as Mr. McCormick points out, that because 
an appliance is new it will not appeal to the customers 
or will not do the work for which it is intended. It is 
only by striving for the new that we are able to ad- 
vance, and therefore each development along practical 
lines in the manufacture of appliances should be en- 
couraged in every possible way. 

We are glad that Mr. McCormick has tackled this 
subject and has investigated the field so thoroughly, for 
we feel sure that the reader must be impressed with the 
marked earnestness displayed in the handling of this 
subject. Perhaps at times the author has become a 
trifle vehement ; but that is something we like, for it 
shows that his heart is in his work. The reader can 


expect more along this line from Mr. McCormick’s pen, 
as well as from other men in the field we have asked to 
discuss this subject for the benefit of our subscribers. 

This brings to mind the fact that our first anniversary 
of the Merchandising issues of the JouRNAL was al- 
lowed to slip by without any comment. We were so 
busy with getting out an issue of the magazine that we 
hoped would please that we had no time to puff our- 
selves on having achieved a real success. But we are 
confident that we have advanced, for we are fréquently 
in receipt of letters from all parts of the country in 
which we are complimented in the highest terms for 
having established this feature. Our plans are big for 
the future, and we hope to be able to carry them to a 
real success, for we know that the many subscribers to 
the AMERICAN Gas JOURNAL appreciate that our efforts 
are always directed toward producing an issue of a 
magazine that will not only have some helpful sugges- 


tions but will also be readable from every standpoint. 





Accidents Will Happen 
It is a peculiarity of the human mind that if there 
is a way of doing things incorrectly the chances are 
that that is what will happen. That is the only expla- 
nation that we «an give for an error that crept into the 
columns of the American Gas JowuRNAL in its issue of 
April 29. 


port of Eastern States Gas Conference Adopted.” This 


On page 402 the first story is headed, “Re- 


should have been included in the article which appears 
on page 396 under the head “Fastern States Conference 
Formed.” 

We apologize to our readers for this error, but plead 
in self-defense that we were trying to get the news to 
the field as quickly as possible and, what with moving 
into our new quarters, the lateness of the arrival of the 
telegraphic report from the scene of the convention 
and the natural cussedness of man, we are guilty. But 
at any rate, we are sorry. 
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William McDonald Dead 


When death, on April 20 last, called Wilham Mc- 
Donald, the veteran meter manufacturer, the gas 
industry lost one of its stanchest supporters and thou- 
sands of members of the fraternity lost a friend whe 
had endeared himself to them through /is sterling 
qualities. Mr. McDonald continued his activities in 
the field to the end and he met death with the same 
fortitude and courage that had marked his life. 

It was not only in the gas industry that Mr. Mc- 
Donald had formed so many friendships but every 
one with whom he came in contact learned to admire 
and love him for his splendid character and devotion 
to those things in which he believed. 

William McDonald was born in Albany Jan. 20. 
1843. In point of years, as well as in connection with 
the business, he was the oldest manufacturer of gas 
meters in the United States. 

Mr. McDonald’s father started the business with 
his brother in 1855, under the firm name of D. & H. 
McDonald. His brother, Hugh, returned to Scot- 
land in 1857 and the business was reorganized under 
the name of D. McDonald & Co. Mr. McDonald went 
into the business in 1859, becoming manager of the 
company in 1872 when the building in which the 
business was conducted was burned to the ground. 
During the succeeding twenty-five years he traveled 
all over the United States and formed many of the 
friendships that continued for so many years. He 
became widely known from coast to coast and from 
North to South. 

It was in 1899 that he received an honor that he 
considered one of the highest that had ever been paid 
him in the gas industry, for in that year he was 
elected president of the Western Gas Association, 
and it was in that same year that. in company with 
George G Ramsdell and F. H. Shelton, he went to 
Paris as a delegate of the Western Association to the 
International Gas Congress. 

Mr. McDonald was always a strong supporter of 
all gas associations and showed this deep interest in 
many ways, attending conventions and aiding as 
much as possible in all of the activities that were go- 
ing on. He was a member of the committee ap 
pointed to consider the amalgamation of all the asso- 
ciations, out of which came the American Gas Insti- 
tute. He took a deep interest in the work of this 
body and this interest continued in the present Amer- 
ican Gas Association, its successor. In addition he 
was a member of the Society of Gas Lighting, the 
Pacific Coast Gas Association and the Illuminating 
Engineering Society. 

When D. McDonald & Co. became affiliated with 
the American Meter Company he was elected secre- 
tary of this organization and he continued to hold 
this position until his death. 

Included in his many activities was association 
with various gas companies in this country. He 
built and operated the gas works in Bath, Steuben 
County, N. Y. He was receiver for, and later for a 
time manager of, the Oskaloosa Gas Company, Iowa. 
He was a member of the syndicate that bought the 
stock of the Erie Gas Company after natural gas was 
introduced into that city and for a time was one of 


the officers of that company, afterwards disposing of 
his holdings to the Erie Lighting Company, now in 
control of the lighting and traction systems in Frie. 
Mr. McDonald was a supporter of the gas industry 
in every way and from time to time he invested in 
various gas companies. He had a very mechanical 
turn of mind and the problem of the measurement of 
gas and the matters connected with it were a con- 
stant study and diversion to him. 

Mr. McDonald is survived by six children, Donald, 
general superintendent of the American Meter Com- 
pany ; William. Jr.,a physician in New ilaven, Conn.: 
Albert, a consulting engineer in New York City; 
Frederick, manager of the factory in Albany ; Frances, 





William McDonald 


the only unmarried one, who kept house for him at 
his residence, 26 Willett Street, Albany, and Anna, 
Mrs Harry Taylor; four grandchildren, Marion and 
Margaret, daughters of Donald McDonald: Donald 
Slingerland, son of Mrs. Taylor by her first husband, 
and Mary, daughter of Albert McDonald. 

On the social side at home and abroad he was a 
member of many organizations, deeply interested in 
his own church, the Calvary Baptist, and widely in- 
terested in Baptist organizations throughout the 
country. He was director arid treasurer of the local 
Y. M. C. A., and deeply intrested in all Y. M. C. A. 
movements. He was, with one other gentleman, a 
member of the advisory board of the Y. W. C. A., 
these two gentlemen being the only men officially 
connected with that organization. He was a member 
of Temple Lodge F. and A. M. He belonged to the 
New York Yacht Club, New York Lotos Club and 
the Seaview Golf Club. 

He died on April 29, the result of cystitis and 
uremic poisoning. His funeral was held at his own 
house on Sunday, April 23. and he was buried in the 
Rural Cemetery in that city. A courageous man in 
every sense of the word, he met death with that forti- . 
tude which might be expected from such a character. 
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The Possibilities of the Water-Heating Business 


An Analysis That Developed Many Startling Facts 


By H. H. GANSER, Manager, Counties Gas & Electric Company, Norristown, Pa. 


At the seventh annual meeting of the Pennsylvania 
Gas Association in April, 1915, comparative figures 
were presented showing the number of customers in 
a list of Pennsylvania towns and the percentage of 
gas ranges and water heaters in use to the total 
number of customers. 

When this compilation was made, fourteen of the 
larger companies with gas sales of over 100,000,000 
cu. ft. yearly, supplied 
144,400 customers. The 





ness, which has been given the least attention, offers 
the greatest possibilities, at our present rates, for se- 
curing increased gas sales from our present cus- 
tomers. 

Such business requires little in the way of capital 
expenditures for mains, meters and services and yet 
presents a market wherein the gas sales might pos- 
sibly be doubled. Statistics compiled by the Ameri- 
can Gas Association head- 
quarters show approxi- 








number of gas ranges in 
use was 94,000, or 65 per 
cent of the customers 
were using some gas for 
cooking, and only 20,450 
water heaters of all types 
were in use, representing 
14 per cent of the total of 
customers. 

Fleven other companies 
located in smaller towns 
of Pennsylvania, selling 
from 15,000,000 to 65,000,- 
000 cu. ft. per year, sup- 
plied 19,500 customers. 
The number of gas ranges 
in use was 12,632, or 64 
per cent of these custom- 
ers had gas ranges, and 2,- 
716 water heaters of al! 
types were in use, or 
about 13 per cent of the 
total number of cus- 
tomers. 





The accompanying article was 
presented at the joint annual con- 
vention of the New Jersey and 
Pennsylvania gas associations. It 
aroused great interest, and we 
know our readers will find it a 
worth-while study.—Editor. 


mately one and a half mil- 
lion water heaters of all 
types, circulating and au- 
tomatic, in use in nine 
million homes supplied 
with gas throughout the 
United States. On an av- 
erage these nine million 
homes use 30,000 cu. ft. of 
gas per year. This gas is 
used for lighting, cooking, 
auxiliary heating and wa- 
ter heating. 

Of the nine million 
homes, only 16 per cent 
use gas for water heating, 
yet 80 per cent are using 
gas ranges for cooking. It 
is very evident therefore 
that we would do well to 
consider the water-heat- 
ing field and the likeli- 
hood of increased gas 
sales from this part of our 























Statistics compiled re- 
cently show that the first 
group comprising the same fourteen larger compa- 
nies supply 193,911 customers. The estimated num- 
ber of gas ranges in use is 153.280, or 79 per cent, and 
50,390 water heaters of all kinds in use, or 25 per cent. 

The eleven smaller companies now supply 21,855 
customers. The estimated number of ranges in use 
is 17,371, or 79 per cent, and 4,933 water heaters of 
all types, or 22 per cent. 

Various analyses of gas-range sales show that 70 
to 80 per cent of the new ranges sold each year are 
replacements. Therefore, we cannot expect to show 
substantially increased gas sales from this part of 
our business. 

Sales of gas ranges will be made with little effort, 
as the majority of our customers have demonstrated 
to their own satisfaction, during the past few years 
of higher hard-coal prices, the economies effected by 
cooking with gas. 


Water Heating Presents an Opportunity 


We must look to other fields for increasing our 
domestic consumption and the water-heating busi- 


business. 

In order to demonstrate 
the possibilities of the sale of water heating, I have 
analyzed the 1920 gas sales of a Pennsylvania Com- 
pany, divided into five different classes or groups. 


Customers in Group No. 1 


In the first group 125,094 bills, representing 49.47 
per cent of the total gas bills for the year 1920, total 
only 117,900 cu. ft. of gas. This consumption repre- 
sents 14.03 per cent of the total gas consumption for 
the year 1920 and averages but 942 cu. ft. per bill. 

_ Many of these customers are not using gas exclu- 
sively for cooking, otherwise the average would be 


higher. Also, some of these bills represent small 
amounts used in office buildings, stores, apart- 
ments, etc. 


Coal ranges are installed in many residences where 
no other means than the coal range are provided for 
heating the kitchen and these coal ranges in many 
cases furnish the means for some cooking and heat- 
ing water, particularly in the winter months. 

These conditions cited must prevail, for it would 
be impossible to use gas for lighting. cooking, aux- 
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iliary heating and heating water with such a small 
average consumption. 


Customers in Group No. 2 


In the second group of customers, representing 
104,322 bills, or 41.26 per cent of the total gas bills, 
an average consumption of 3,131 cu. ft. per bill is 
used. This group represents 48.80 per cent of the 
total gas consumption. With an average use of 3,131 
cu. ft. per bill, I assume that gas for cooking is used 
almost exclusively for the entire year by the majority 
of customers in this group and in many cases also 
represents gas used for lighting and for water heat- 
ing, in all probability, by the use of a tank heater. 

There are probably some few customers in this 
group who are using automatic water heaters and 
receiving the benefit of good hot-water service. On 
the average, however, I believe the water heating is 
being done by tank heaters. 


Customers in Groups Nos. 3 and 4 


Groups Nos. 3 and 4 represent 22,136 bills or 8.74 
per cent of the total bills and a total of 157,170,000 
cu. ft. of gas, equivalent to 23.47 per cent of the vearly 
gas consumption. 

The average gas bill for these two groups is 7,100 
cu. ft. Only 8.74 per cent of the customers in this 
city use an amount of gas monthly which assures us 
that we are securing the maximum amount of gas for 
cooking and heating water. 


Customers in Group No. 5 


This group of customers, representing 0.53 per cent 
bills and a gas consumption of 444,642,900 cu. ft., or 
the year, or equal to 13.7 per cent of the total gas 
consumption. 





This group is composed of industrial gas users with 


an average of 55,057 cu. ft. per bill and requires no 


further analysis 


The foregoing analysis shows that but a small pro- 
portion of customers in this town are using gas for 
heating water. 

Groups 1 and 2 represent 90.73 per cent of the total 
bills and a gas consumption of 444,642,900 cu. ft., or 
an average per bill of 1,938 cu. ft. 

An opportunity for the sale of automatic water 
heating exists to-day, due to the higher prices of hard 
coal, which did not prevail a few years ago. 

To-day, with hard coal at $15 per ton, an oppor- 
tunity exists with present gas rates, of selling water 
heating on a comparative-cost basis, instead of a lux- 
ury or convenience basis, as heretofore. 

The largest manufacturers of coal water-heating 
stoves rate the smallest heater they manufacture to 
use 1,000 lb. of coal per month. 

Figures obtained from the installation of 112 auto- 
matic, instantaneous and automatic storage water 
heaters in Philadelphia, show that the average gas 
bill per customer per month for the entire gas used in 
the household. was $7.44, and for heating water alone 
$3.44 per customer per month. 

The latter figure for heating water per month is 
not excessive. In fact, hard coal at $15 per ton. used 
in a coal water-heating device. would be more expen- 
sive if the same water service is rendered as with gas, 
and without consideration of the capitalization of the 
advantages obtained by the use of gas. 

Luxuries of a few years ago have become necessary 
equipment in the well-planned home of to-day. No 
matter how small or how modest the home may be, it 
is now equipped with many well-known electrical la- 
bor-saving devices,such as washing machines, vacuum 
cleaners, sewing machines. etc., which have not only 
come within the reach of every home of moderate 
means, but have actually reduced operating costs. 

This condition has been brought about by the elec- 
trical industry, chiefly by promotional and educa- 
tional advertising. 

To-day all of the representative plumbers’ trade 
journals are bringing to the attention of the plumbers 
the possibilities that exist in the sale of hot water 
heating appliances. Manufacturers of gas water 
heaters are using these journals as a means of sales 
propaganda, and the plumber has already appreciated 
the possibilities from this class of business. In the 
past few vears, gas companies generally have spent 
very little for either promotional or educational ad- 
\ ertising. 

Our appropriations for advertising for this and fu- 
ture years should be sufficient to advertise continu- 
ously to further and promote sales of this class of 
business. 


Showroom 


In the past, gas company showrooms have been 
devoted almost exclusively to displays of gas ranges 
and lighting appliances. Off in some secluded spot 
the water heater display has been usually placed and 
in many cases no facilities have been provided at all. 

The best and most suitable position of your dis- 
play floor should be selected and a workable display 
installed. It would also be necessary, in conjunction 
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Group Cubic Feet No. of Bills 
DEE 6-04.68 uN Gas Oto 1,900 125,094 
RS re 2to 4,900 104,322 
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Analysis of Gas Sales of a Pennsylvania Member Company for the Year 1920 


100.00% 






Average 


Gas Consumption Percentage 
Percentage Consumption Cubic Feet of 
of Bills M Cubic Feet per Bill Consumption 
49.47% 117,948.9 942 14.03% 
41.26% 326,694.0 3,131 48.80% 
7.56% 116,446.1 6,085 17.39% 
1.18% 40,724,0 13,570 6.08% 
0.53% 67,610.0 55,057 13.20% 





669,423.0 2,648 100.00% 





with your outside sales and advertising efforts, to 
have someone on the sales floor who is thoroughly 
capable of giving advice and information on the cor- 
rect methods of automatic water heating. 


Show Windows 


Window displays should be planned of working 
demonstrations of water heaters, and changed as of- 
ten as possible. 


Training Salesmen 


It might be advisable to arrange with the water 
heater manufacturers for an intensified training of 
salesmen at the factory. 

More sales are lost because of a lack of prepared- 
ness than for any other reason. A person likes to 
purchase from the salesman who knows his merchan- 
dise from A to Z. The salesman should be able to 
give facts and statistics (if called upon to do so 
about the merchandise he is selling. He should find 
out all there is to know about water heaters, how they 
are made and what they will do. 


Prospects 


In many companies, the distribution departments 
are making periodic inspections of customers’ prem- 
ises to adjust and repair fuel and illuminating appli- 
ances. This inspection could be made invaluable to 
your new-business departments, as the necessary in- 
formation could be secured for the proper compila- 
tion of a prospect list. 


Advertising 


Newspaper.—The fact that gas can be used practi- 
cally and economically for automatic water heating 
is not appreciated by most customers, and the diffi- 
culty encountered in selling this class of business is 
due primarily to the failure of gas companies to pro- 
mote this business with educational advertising. 

This feature should be taken care of by newspaper 
advertising, which should be primarilv educational 
and corrective copy and used continuously. 

Circular Letters—After a thorough analysis is 
made of customers comprising groups Nos. 1 and 2. 
circular letters could be prepared and sent to these 
customers. 

Manufacturers’ Co-operation—The manufacturers 
of automatic water héaters have been advertising for 
the past year in nationally read publications, and no 
doubt in the event of the gas companies promoting 





this end of the business they would increase their 
efforts along this line. 

Water heater manufacturers are ready to supply 
gas companies with circulars, pamphlets. cards for 
show windows and showroom display in sufficient 
quantities to supply any need. 


Trade.—Co-operation with the plumbers is neces- 
sary and desirable in anv policy adopted for the sale 
of water heaters. They should be advised of your 
plans, sales, and advertising policy, facts and statis- 
tics about autematic water heating placed before 
them, and they should be encouraged and assisted in 
making sales and installations of automatic water 
heating. 

American Gas Association.—It is not necessary to 
emphasize the need and efficiency of some well-for- 
mulated plant of publicity, carried on by the associa- 
tion from its central headquarters. 

The commercial section of this body is already in 
action and has prepared and sent to all member com- 
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panies plans and suggestions for reaching the big un- 
sold field for gas companies—that is, water heating. 

It is, of course, understood that I have not ex- 
hausted all the possible features in the foregoing plan 
but I believe, however, that it is sufficien: for the ap- 
preciation of the possibilities in the automatic water- 
heating field. 





“Newspaper Advertising the Shortest Route 
to Maximum Business,” Says 


Utility Operator 


Rochester, N. Y.—‘Newspaper advertising is for 
our. company the shortest route to maximum busi- 
ness, therefore it is the shortest route to lowest cost 
to those we serve;” says Robert M. Searle, president 
of the Consolidated Gas & Electric Corporation. 

“This fact alone justifies the statement I have of- 
ten made that our advertising is really a public ser- 
vice. There are many other reasons, however, why 
our advertising is a public service. Here are some of 
the most important of them: 


“1. Through it the people are kept in touch with 
the operations of a company whose products, under 
present-day conditions of living, are numbered among 
the necessaries of life. 

“2. Through it we keep constantly before people 
their duty to themselves in the matter of utilization 
of our services for the purpose of avoiding excessive 
physical effort or drudgery and of saving time and 
money. 


“3. Through it we stimulate thrift by bringing to 
the attention of people through forceful reasons 
backed by figures why it would be better for them to 
invest in our securities which have all the elements 
of safety and which pay a high rate of return. 


“4. Through it we teach people the many advan- 
tages of our guaranteed gas coke particularly as a 
domestic fuel; teach them how to use it; teach them 
the money-saving advantages which accompany its 
use and stimulate their faith in,our statements by 
guaranteeing to prove them to their satisfaction or 
save them from loss by taking back the coke and re- 
funding the money therefor 


“5. Through it we save human life by advising of 
the dangers that exist in certain situations beyond 
our control that accrue to distribution of gas and 
electricity, particularly in the electric field. 


“6. Through it we stimulate helpfulness to one’s 
neighbors by defining what one’s duty to his neighbor 
consists of in the accident-prevention field. 

“Y. Through it we educate the public to expect less 
of certain things during the period of the World War 
in order that we might co-operate with the Govern- 
ment in its efforts to win the war. 

“8. Through it we emphasize to the people from 
time to time what co-operative effort can do for the 
progress of the city. 

“9. Through it we stimulate the boosting spirit of 
the community by boosting civic movements our- 
selves. 

“10. Through it we teach people how to get the 
most service at the least cost from the gas and elec- 
tricity they use. : 





“11. Through it we stimulate the use of gas and 
electricity as savers of labor, time and money by 
offering for sale highly efficient gas and electric cur- 
rent consuming devices at reasonable prices. 

“12. Through it we warn the public against fakers 
who attempt to extort money from them by offering 
for sale devices for which they make false claims. 

“13. Through it we remind manufacturers of the 
possibilities for increased production, better preducts 
and better working conditions through the use oi 
gas and electricity. 

“14. Through it we remind merchants of the possi- 
bilities for better shopping atmosphere, better work- 
ing conditions, better display and more attractive 
store exteriors through the use of electricity. 

“15. Through it we acquaint motor vehicle users 
with the advantages of more motor fuel from the 
standpoint of greater power, money saving, easier 
starting and greater reduced carbon troubles. 

“16. Through it we promote a better civic spirit by 
encouraging the youth of the city to have a high re- 
gard for the property rights and personal safety of 
others as witness the poster competition and pub- 
licity in connection with the wanton destruction of 
street-lamp globes and the possibility of serious in- 
jury to innocent persons likely to result therefrom. 

“17. Through it we tell the people that they have 
a right to fair and courteous treatment from us at all 
times. By so doing we exert a salutary influence 
upon the operations of our employees who follow our 
publicity very closely and who are thereby repeatedly 
reminded of what is expected of them in their deai- 
ings with the public.” 





“Gas—the Fuel of the Future” 
AMERICAN Gas JOURNAL: 


Gentlemen—Permit me to express my appreciation 
of the article which appears in your issue of April 8, 
“Gas—the Fuel of the Future,” Some Conclusions 
Drawn. from a Careful Study of the Subject by 
Thompson King, Baltimore, Md. 

I have called the attention of our advertising de- 
partment to this article, suggesting that they use re- 
prints of portions of it (of course, giving proper 
credit) in their papers in support of our national ad- 
vertising campaign. 

Such work as you are doing in this article is of 
great value to the whole industry. 

Very truly yours, 


Georce F. Fiske, 
lreasurer, American Stove Company. 





Recent Publications of the United States 
Bureau of Mines 


The followimg-named reports, which have recently 
been issued, may be obtained from the Bureau of 
Mines, Washington, D. C.: 

Serial 2318—“The Unsaturated Hydrocarbon Con- 
stituents of Gas from Destructive Distillation of a 
Water-Gas Tar and Coal Mixture.” 

Serial 2323—“The Smoke Problem.” 

Serial 2331—“Water-Gas Tar Emulsions.” 
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Selling On a Community Basis 
(Continued from page 414.) 


Finding Prospects 


There are a number of other possibilities which can 
be uncovered from analyzing the tendencies and 
gauging the apparent needs of any community. Fac- 
tories are proving an exceptionally fertile field now 
that extensive preparations are being made for future 
operations. The hotel and the restaurant are in the 
market for additional equipment by virtue of their 
success in largely increasing their numbers of pa- 
trons. Extensive advertising of restaurants in large 
city newspapers is sufficient evidence that consistent 
and successful attempts are being made to bring in 
more customers and that to render service promptly 
and efficiently more equipment is necessary. 

The signs of the times in so far as the business ot 
those who sell gas and gas appliances is affected can 
only be properly determined bv studying the com- 
munities in which they are located and by fully realiz 
ing the responsibilities of service incumbent upon 
them. The general manager of the association re- 

- ferred to at the beginning of this article sizes up the 
whole course of procedure in a nutshell when he 
says, “If a man in any dine of business thinks of that 
business as a duty and a responsibility he is carrying 
on for the benefit of his community, he cannot fail 
to score a substantial success. The reasons are quite 
evident. If he takes up the matter of sanitation he 
will uncover gocd sales possibilities which he can 
close by using the soundest kind of arguments with 
respect to promoting sanitation, and so on. If he 
keeps the needs of the community in mind all of the 
time he is going to extend his business to the largest 
possible number of customers He will therefore 
catch the real inspiration in his work and the busi- 
nesslike way of applying it and the financial results 
are sure to be the most satisfactory.” 





Supporting the Appliance Market 
(Continued from page 410.) 


salesmen are again urging taking orders at cost in 
order to save the ship, and the public is sitting by, 
waiting for the old game of “Get them fighting among 
themselves and then come in and take the spoils.” 


A merchant in any line of goods who finds himself 
in the position of having slow-moving stock on hand 
gets busy and, by means of advertising displays and 
special sales inducement efforts, gets this slow-mov- 
ing stock cleaned up. He sometimes takes a loss in 
so doing that he can stand, as he knows that a quiet 
business is a dangerous one, but that an active busi- 
ness can be made to pay a little later on if properly 
managed, after he has gotten rid of his slow-moving 
stock on hand. The idea of sitting down and waiting 
for the market to drop in order to balance stock on 
cost and then still further waiting for conditions to 
become generally prosperous before attempting to go 
after sales is in itself primarily wrong, but a common 
attitude on the part‘of many smaller gas-appliance 
buyers. If any merchant in any other line took this 
attitude, he could be reasonably sure that he would 


come down to the store some morning and find a 
sheriff’s dispossess notice on the door. 


How many of you gas-appliance buyers have really 
taken the effort to know your market from both the 
buyers’ and the sellers’ standpoint and then put your 
shoulders to the wheel and gotten your own business 
going right and then done your part to help out the 
other fellow who has not been as fortunate as you in 
getting results as quickly? 

While it is true that the individual e!fort taken col- 
lectively will get gas-appliance merchandising back 
in‘line, it is equally true that it is going to be a serious 
matter if the gas-appliance industry goes back to 
pre-war basis. 

We have a golden chance ahead of us to shake off 
the pre-war attitude of trying to sell appliances be- 
low cost or in many cases trying to give away legiti- 
mate profits in order to stimulate unsound sales vol- 
ume, as to use proper merchandising methods on this 
coming growing market right from the start is going 
to make for a year-round permanency in the gas-ap- 
pliance business, and the building of such perma- 
nency on a sound profit-making basis. 

If we do not take advantage of the lessons learned 
in the past five years and with the recurrence of pros- 
perity that is making itself evident over this vast 
country of ours, we are only going to bring the day 
of electrical appliance supremacy that much sooner. 





Oil Shale Investigations 


At the Boulder, Col., field office of the Bureau of 
Mines, in the course of the co-operative oil shale in 
vestigations, it is planned to make a few runs with 
the horizontal retort in which steam will be used 
within the retort. The separation of the organic 
matter in the shales is still causing some difficulties, 
but the minerals left in the organic matter have been 
reduced to less than 3 per cent. The elimination of 
chlorides which exist after treatment with hydro- 
chloric acid have been difficult and the successful 
treatment of the sample at this point has assisted in 
the further reduction of the mineral matter. Retort- 
ing tests are now being made at Boulder on a collec- 
tion of twelve American and foreign shales, each ot 
which will be distilled at a fast and a slow rate. A 
few lubricating oils have been prepared from a num- 
ber of crude shale oils produced in the laboratory in 
order to compare them with lubricating oils prepared 
from crude shale oil produced in Australia on a com- 
mercial scale. 





New Publications 


The following-named publications, which have re- 
cently been issued, are obtainable from the Bureau 
of Mines, Washington, D. C.: 

Serial 2324, “Some Factors Affecting Products 
from Destructive Distillation of Oil Shales.” 

Serial 2328, “Fifth Semi-Annual Motor Gasoline 
Survey.” 

Serial 2329, “Use of Loow-Pressure Gas Burners in 
Oil-Field Boilers.” , 

Serial 2330, “Recent Articles on Petroleum and 
Allied Substances.” 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


May 4, 1922 
Company Issue Maturity Bid Asked 
American Lt. & Trac. Co........... Five Year 6s........ May 1, 1925 106% 10634 
Brooklyn Union Gas Co............ First Consol. 5s..... May 1,1945 94 95 
Columbia Gas & Elec. Co.......... eS ae May 1, 1927 92% 93% 
Consol. Gas, Elec. Lt. & Pr, Co. : 

OF BOTUIOS a cain ondnccces First Ref. 74s..... Dec. 1, 1945 109 109% 
Consol. Gas, Elec. Lt. & Pr. Co....General 4%4s........ Feb. 14; 1935 99 91 
Consol. Gas Co. of New York...... Sec. Conv. 7s ....... Feb. 1, 1925 115 116 
New Amsterdam Gas Co....... .. First Consol. 5s.....Jan. .1, 1948 80 81 
Denver Gas & Elec. Co............ Gen. (now Ist) 5s...May 1, 1949 91 93 
Detroit City Gas Co............... ES s esa cnaseece Jan. 1,1923 97 © 
Equitable Illum. Gas Lt. Co. of 

PII, ois is occ ccc ccces .. 2. ee Jan. 1,1928 9834 9934 
Hudson County Gas Co............ PU Gh a a onc cacaes Nov. 1, 1949 87 89 
Laclede Gas Light Co.............. Ref..& Ext. 5s...... Apr. 1, 1934 92 92% 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... June 1, 1923 100 101 
Michigan Light Co-........... ..«. First & Ref. 5s...... Mar. 1,1946 88 9% 
Milwaukee Gas Light Co........... ers May 1, 1927 92% 93% 
Pacific Gas & Elec. Co............ Gen. & Ref. 5s...... Jan. 1,192 %1 %1% 
Pacific Gas & Elec. Co............ First & Ref. 7s...... Dec. 1, 1940 106 108 

Cal. Gas & Elec. Corp........... Unif. & Ref. 5s...... Nov. 1, 1937 95% 9534 
Peoples’ Gas Lt. & Coke Co....... Refunding 5s ...... Sept. 1, 1947 90% 92 
Chicago Gas Lt. & Coke Co..... a ca July 1, 1937 95 97 
Portland Gas & Coke Co.......... First & Ref. 5s...... Jan. 1,1940 & 89 
Seattle Lighting Co............... Refunding 5s........ Oct. 1, 1949 86 88 
Southern California Gas Co....... YE Nov. 1,1950 9% 98 
Utica Gas & Electric Co........... Ref. & Ext. 5s...... July 1, 1957 86 90 
Washington Gas Light Co......... General 5s.......... Nov. 1, 1960 93% 94 
Western States Gas & Elec. Co. 
CE CE wicticucaet cece First & Ref. 5s...... June 1, 1941 88% 90 





Annual Report Shows Best 
Year for Standard G. & E. 


The annual report of Standard 
Gas & Electric Company issued 
April 2? shows that the company 
earned a surplus in 1921 eaual to 
10.19 per cent on $10,600,000 com- 
mon stock outstanding at the close 
of the year. As the par value of 
the stock is $50 this is equivalent 
to $5.09 per share. These figures 
compare with a surplus equal to 
5.62 per cent or $2.8] per share in 
1920. Net revenue was $3,632,745 
an increase of $487,508, over the 
preceding year. Interest charges 
amounted to $1,367,752; preferred 
dividends at the rate of 8 per cent 
to $990,388, and $125,000 was 





charged to amortization, leaving a 
surplus of $1,080,980, compared 
with a surplus of $713,684 in 1920. 
The company includes in its earn- 
ings statement only such amounts 
as have actually been received by 
it or are in process of collection. 


President H. M. Byllesby states 
that the earnings and surplus of 
the company were the largest in its 
history and that the outlook for 
the present year is most enccurag- 
ing. The operated public utility 
properties of the company gained 
in both gross and net earnings in 
1921, their gross earnings being 
$34,927,675, compared with $32,- 
352,252 jn 1920, while net earnings 
were $12,343 129, compared with 









$11,250,741. In 1921 the properties 
retained $1,587,272 in surplus and 
depreciation reserve. 

“Public utility securities,” says 
the report, “have never before been 
in such favor with investors as at 
this time, and lower money rates 
have enabled your company’s op- 
erated properties to adopt con- 
struction budgets considerably 
larger than those of the past seven 
years. The customary care, how- 
ever, has been exercised and con- 
struction budgets have been in- 
creased only where corresponding 
benefits may be relied upon. 

“Customer ownership is a term 
originated by your company some 
years ago to designate the policy 
of interesting local customers in 
the securities of the public utility 
companies serving them, and since 
that time such designation has 
been generally adopted throughout 
the industry. The year 1921 
showed additional progress by 
your operated companies along 
customer ownership lines, result- 
ing in 17,525 separate sales, aggre- 
gating $9,023,300 par value. These 
sales exceeded those of any pre- 
vious year.” 

The report shows that the op- 
erated utilities supply 578 com- 
munities with service, the total es- 
timated population served being 
2,250,000. 





Dividends for 1921 


Los Angeles, Cal—tTotal divi- 
dends declared by the Los Angeles 
Gas & Electric Corporation during 
the year 1921 amounted to $867,- 
379.57, according to the report filed 
recently with the State Railroad 
Commission. 

The report showed a total operat- 
ing revenue of $9,614,044.79 and 
operating expenses of $7,723,974.97. 
The company has accumulated a 
surplus of $684,899.19 as shown by 
the report. 
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Editors Pledge Aid to Public 
Utilities 


The newspaper men of Colorado 


are keenly alive to the problems 
with which public utility enter- 
prises are confronted, especially as 
such problems relate to the people. 
This fact was emphasized at the 
mid-winter convention of the Colo- 
rado. Editorial Association in 
Denver. 

Not only did many of the editors 
evince a willingness to co-operate 
with the public service organiza- 
tion in an effort to carry to the 
people the message that, under the 
new order. with State control, 
“what is good for the utilities is 
good for the public” but they indi- 
cated a thorough understanding of 
the absolute need for such an atti- 
tude on their part. 

About sixty-five association 
members attended the conference. 
—Rocky Mountain Public Utility 
Information Bulletin. 





Gas Street Lighting Contracts 
Renewed 


The city of Portland, Me., has re- 
newed its gas street lighting contract. 

The city of Cambridge, Mass., has 
renewed its gas street lighting con- 
tract. 

The city of Wilmington, Del., has 
renewed its gas street lighting con- 
tract. 

The Borough of Wenonah, N. J., 
has renewed its gas street lighting 
contract. 


New Orleans Gas Light Co. 
Makes Comparative State- 
ment of Gas Rates in 
the South 


In an effort to quiet the dissatis- 
faction expressed by its consumers 
about the rate charged by that com- 
pany for gas, the New Orleans Gas 
Light Company has compiled figures 
as published in Brown’s Directory 
for 1921. These figures prove that 
New Orleans is being charged less 
than a number of other cities. The 





report is as fair as might be com-. 


piled, as all of the principal cities of 

the South and Southwest are includ- 

ed—those offering gas service for a 

lower as well as for a higher rate. 
The figures are as follows: 


Net 
Montgomery ...... $2.00 
Hattiesburg ....... 2.00 
Baton Rouge ...... 2.00 
PS hs ves hekes 1.90 
EE 4 no oe os 1.80 
Nashville ......... 1.80 
RNR 2 aes 1.80 
ME int éee<ees's 1.75 
DE a co nee < whe 1.75 
E's. Sa Ges «a 1.70 
oy 1.65 
gilli pal SR Sa 1.65 
EE ccna kawnan 1.50 
Galveston ......... 1.45 
- New Orleans ...... 1.45* 
DE os nt aaa 1.39 
Memphis ......... 1.35 
Chattanooga ....... 1.00 
Birmingham ....... 0.3% 


“The principal cause of dissatis- 
faction with gas bills,” remarked the 
company, “is that they fluctuate con- 
siderably, especially between winter 
and summer. The company has no 
control over the amount of gas the 
consumer uses. That is measured 
by the meter. The company can con- 
trol only the quality and the service.” 





*Note—On Oct. 1 of this year 
New Orleans will enjoy a rate of 
$1.30, which, unless other Southern 
and Southwestern cities also reduce 
their rates, will provide it with the 
lowest but two of rates in that terri- 
tory. 





Improving Lighting Service 


Westboro, Mass.—-Employees of 
the Westboro Gas & Electric Com- 
pany, have started work on the du- 
plicate line from Northboro to West- 
boro, to give the town better light- 
ing service. Supterintendent Charles 
B. Borden hopes to have the new 
duplicate system completed within a 
short period. 


Gas Rate Upheld 

Dayton, Ohio.—Joseph F. Briggs 
and other citizens of Dayton have 
lost their suit in the Supreme Court 
to prevent the Dayton Gas Company 
from collecting the 50 cents sliding 
gas scale provided by ordinance en- 
acted in January. 1921. The lower 
courts also had held against Briggs. 

The new ordinance supplanted an 
unexpired ten-year ordinance fixing 
the rate at 34% cents per 1,000 cu. ft. 
The court held franchises may be 
amended by consent of parties. 


Gas vs. Oil Stoves 

At Denver, Col., the American 
Furniture Company is boosting gas 
ranges, also kerosene ranges. 

Gas appliance dealers have noth- 
ing to fear because the kerosene 
range is being exploited throughout 
the land. 

Wherever it is practicable to se- 
cure gas—and that is anywhere in a 
city of any consequence—the gas 
range continues as the monarch of 
all it surveys. However, out of the 
gas supply zone a kerosene range is 
the next best and should be sold 
alongside of the gas range. 

Remember that with a gas range 
there is nothing to be filled; no 
chance for little Johnnie to forget to 
bring home “gas”; and that, regard- 
less of all the praise that we can 
honestly bestow upon the kerosene 
range, we can do it cheaper, better 
and quicker with gas. 











Colorado Incorporations 
The Park Hill Coal & Lumber 
Company, $10,000 ; home office, Den- 
ver. Incorporators: Percy E. Perk- 
ins, George Wellington Conner and 
Frank Woody. 
Operating New Relief Holder 
The 150,000 cu. ft. relief holder 


at the plant of the Union Gas & 
Electric Company, of Bloomington, 
Ill., has just been finished and put 
into operation. 

This holder was built for the com- 
pany by the Western Gas Construc- 
tion Company. 
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18th Convention of Iowa Gas Association Best 





Ever Held in That Section 


The Iowa District Gas Associa- 
tion met in convention at Davenport, 
Iowa, April 19, 20 and 21. This 
convention was the best ever held 
in this section, and will stand out as 
a model for some time to come—for 
several reasons, among them: 

The quiet, businesslike manner in 
which all meetings were presided 
over by President Chubb, and his 
absolute control of happenings. 

That there were almost twice as 
many registered as at any other I. D. 
G. A. meeting; this even though 
Davenport was perhaps the farthest 
away from the center of the district. 

The meetings, every one, were at- 
tended by at least 70 per cent of the 
total registered. 

The manufacturers’ representa- 
tives were welcomed into the meet- 
ings and attended them, taking part 
in several of the discussions with 
profit to both. 

The meetings started on time and 
were run on _ schedule, closing 
promptly. 

The discussions were extremely 
spirited, and many wanted to speak 
who did not get an opportunity. In 
fact, they were so interested that 
the president had to stop each dis- 
cussion in order to keep his program 
on schedule and get to the next num- 
ber. As the discussions are where 
any benefit is secured from such 
meetings, it is easy to see why it was 
voted such a success. 

Each visitor was treated in such a 
manner that he will long remem- 
ber it. 

Absolute quiet prevailed through- 
out the hotel during the sessions. No 
outside guard was used at any time 
to keep quiet during the meetings. 

Three members of the staff of the 
Towa engineering experiment station 
at Ames were on the program. C. 
J. Meyers and George W. Burke, of 
the station, presented a thesis on 
“Steaming Retorts,” and Charles 
Smith, of Yankton, S. D., spoke on 
“Manufacturing Problems and the 
Small Gas Plant.” 

Dana Waterman, Davenport at- 
torney, addressed the convention, 
taking up the “Regulation of Public 
Utilities,” in which he discussed the 
legal end of the industry that in past 


Largest Attendance in the History of the Organization 


years has grown so important. Jo- 
seph H. Ainsworth, also of the 
Ames experiment station, submitted 
his report on the first short course 
for gas-meter men, held at Ames, 
and the showing of the film “The 
Spirit of Service.” 

Socially it was also a success. One 
afternoon the business men of the 
city came down with their cars and 
took the visitors for a tour through 
the city and the Rock Island arsenal. 
This was done so they would know 
Davenport and, knowing her, like 
her, 

Thursday night was the banquet, 
attended by 172 enthusiastic gasmen. 
This dinner started promptly on time 
at 6.30 and the entertainment was of 
a very high class and reflects great 
credit upon C. J. Hauschildt for the 
way he handled this feature. There 
was not a dull moment and everyone 
enjoyed the dinner. Douglas Mal- 
loch, of Chicago, made the only 
speech of the evening and, in his in- 
dividually characteristic way, was a 
sensation. Many attending have ex- 
pressed themselves as astounded and 
greatly pleased with his discourse. 
In his humorous, poetic way he car- 
ried to them several big messages 
and ones they will take with them 
for some time to come. 

C. N. Chubb, vice-president and 
general manager of the Peoples 
Light Company, Davenport, and re- 
tiring president of the gas associa- 
tion, who presided at the banquet, 
told the assembled guests that there 
was a reason for the big attendance 
and the success of the convention. 

Preferring not to explain it him- 
self, he called upon C. A. Nash, sales 
manager of the Davenport company 
and one of the local men who were 
instrumental in bringing more gas- 
men to Davenport this year than 
have ever attended an association 
convention and in the preliminary 
arrangements that resulted in the 
convention’s complete success. 

“Your president has asked me how 
we secured the enthusiasm that has 
prevailed for this meeting and the 
attendance we have enjoyed,” said 
Mr. Nash. “Also, how we were able 
to get the wonderful support from 
the business interests. 





“This is so simple that it hardly 
warrants telling. There was no 
‘hokus-pokus’ used. It was merely 
an expression of the spirit of Dav- 
enport. When I wrote a letter to the 
various business interests and civic 
organizations of this town telling 
them that you were coming and 
sending a list of the names of the 
members of this association, the rest 
was entirely voluntary on their part. 
It merely shows the feeling that ex- 
ists in the commercial and civic life 
in Davenport.” 

H. B. Maynard, of Waterloo, was 
elected president ; Charles Smith, of 
Yankton, S. D., first vice-president ; 
H. J. Carson, of Cedar Rapids, sec- 
ond vice-president, and H. R. Ster- 
rett, of Des Moines, was re-elected 
secretary and treasurer. 

Mr. Maynard succeeds C. N, 
Chubb, of Davenport, vice-president 
and general manager of the Peoples 
Light Company, as president. He is 
secretary of the Citizens Gas & Elec- 
tric Company, of Waterloo, and has 
served the past year as vice-presi- 
dent of the district association. 

Other officers elected at the first 
meeting of the council of the asso- 
ciation included the new council for 
the year, consisting of A. W. Bar- 
den, Hastings, Neb.; George Mc- 
Lean, Dubuque, Iowa; B. C. Conler, 
Beatrice, Neb., and H. E. Bennett, 
Cherokee, Iowa. 

The following affiliation repre- 
sentatives were elected: Technical 
Section—W. J. Bertke, Sioux City. 
Accounting Section—R. E. Phillips, 
Lincoln, Neb. Commercial Section 
—A. J. Goss, Ottumwa, Iowa. Man- 
ufacturing Section—George D. Ro- 
per, Rockford, Ill. Advertising Sec- 
tion—A. L. English, Council Bluffs. 





Manitowoc Will Get Cheaper 
Gas Rates 


Madison, Wis.—Reduced gas rates 
by the Manitowoc Gas Company at 
Manitowoc are contemplated, repre- 
sentatives of that company have in- 
formed .the railroad commission. 
The whole schedule of charges will 
probably be rearranged, they said. 
Just how much the reduction will 
amount to has not been determined. 
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News from Texas Oil Fields 


The Somerset field, within twenty 
miles of San Antonio, Tex., pro- 
duced 489,988 barrels of oil, valued 
at $804,417, during 1921. It is said 
that this remarkable showing gives 
Somerset the right to claim being the 
“champion shallow field.” So far 
only 5 per cent of its area has been 
developed. 

George Cohan wrote “Life Is a 
Funny Proposition After All,” and 
if we ever had any doubts about it 
we can get many object lessons from 
drillers. They want oil, but when 
they strike gas in out-of-the-way 
sections they get as mad as a wet 
hen—if you know how mad that is, 
my impression being that hens do not 
get wet. 

What’s funny about that? 

Well, there are about “steen” 
States in our glorious union that 
would declare a holiday, a day of 
feasting, rejoicing and a slap on the 
back, if they could only unearth nat- 
ural gas to be piped to the near-by 
cities. But there is nothing doing; 
it must be piped for miles and miles, 
and in some cases they cannot even 
get in that way. 

Yea, verily, we always want what 
we can’t get. 





Fort Worth reports many New 
York and California capitalists very 
much pleased with their visits to the 
Texas oil section. The visitors own 
Texas oil wells. Wouldn’t you be? 

At Brazos, Tex., wells which were 
closed last year as done for are again 
producing. 

McKinney, Tex., the pretty little 
city about thirty miles north of Dal- 
las, has opened an oil exchange, so 
great is the enthusiasm accompany- 
ing the wildcatters in that section. 





The daily average production in 
Stephens County is 41,570 barrels, in 
Burkburnette 33,460 barrels and in 
Young County 10,720 barrels. 





Nineteen producing fields have 
been found in the Houston district. 
The pay roll of this section is $65,- 
000,000 annually, giving work to 
40,000 men and women. 


Repairing Holder, Defiance, O. 

The storage holder at the plant of 
the Defiance (Ohio) Gas & Electric 
Company is now being repaired by a 
force of men sent over from the 
Western Gas Construction Company. 





In view of the fact that there was 
only one holder in the city and that 
this holder had to be put out of com- 
mission while new sheets were riv- 
eted in, a very interesting engineer- 
ing problem has been solved by the 
gas company by the use of a number 
of high-pressure tanks and a com- 
pressor, into which the gas from the 
coal-gas plant is pumped as fast as 
made, and from there distributed to 
the city as wanted, through a reduc- 
ing valve. 





Would Purchase Electric 
Plant 

San Diego, Cal—The United 
Light, Fuel & Power Company has 
made application to the California 
Railroad Commission for an order 
authorizing it to sell its electric light 
and power distribution system in the 
city of Coronado to the San Diego 
Consolidated Gas & Electric Com- 
pany. 

The price agreed upon between 
the utilities, subject to the approval 
of the commission, is given at $100,- 
000 in cash. The sale includes phys- 
ical property, privileges, franchises 
and good-will. The San Diego Con- 
solidated Gas & Electric Company is 
now engaged in selling gas in Coro- 
nado and it seeks to acquire the elec- 
tric business by the above purchase. 





Gas Has 2,000 Uses 


Artificial gas, which is lighting 
the labors of housewives in the 
homes of 49,000,000 Americans, 
and is the “silent partner” of in- 
dustry, where it has upwards of 
2,000 uses, for two centuries after 
its discovery, was regarded with 
superstition and assailed with rid- 
icule, historical data being collected 
by the research committee of the 
American Gas Association shows. 
In contrast to-day the vast sum of 
$4,000,000,000 has been invested in 
the plants and equipment which 
serve the nation with this econom- 
ical fuel. Approximately 4,600 
communities now have gas,. the 
mains being equal in mileage to 
nearly three times the circumfer- 
ence of the earth. 

It is used in more than 7,000,000 
cooking stoves and appliances, 1,- 
500,000 water heaters and 1,090,900 
gas heaters and has become so 
necessary to industry that thou- 
sands of manufacturing plants 
would be forced to close if the gas 
companies were unable to continue 
to supply them with gas. 


Advertise Your By-products 


Are you getting everything possi- 
ble from what, a few years ago, 
many thought was a useless waste? 

The Denver Gas Company is ad- 
vertising in the daily paper, to wit: 
An illustration shows a_ birdhouse 
atop a tree, Mr. Bird on the outside 
with a paint bucket. Mrs. Bird, 
looking out of the main entrance, 
says: “Daddy, don’t forget to paint 
the roof.” 


To make your shingle roofs 
and wooden buildings actually 
leakproof 

USE 
Bituminous Waterproof Paint. 
It is manufactured from pure 
coal-tar bitumen and creosote 
oil; contains plumbago. Rich 
black color. Is fully guaranteed. 


For Sale 
By Your Local Dealers 


Tar DEPARTMENT 
Tue Denver Gas & ELECTRIC 
Licnut ComMPANY 


So much has been written relative 
to the drugs, chemicals, dyes, etc., 
that may be extracted from coal tar 
that it is not necessary we enumerate 
here, but if you haven’t been getting 
yours get busy and do so. 





Would Extend Mains 


Worcester. Mass.—The Worcester 
Gas Light Company has filed a peti- 
tion with City Clerk W. Emory 
Towne asking permission from the 
board of aldermen to extend its gas 
pipes on the following streets: Burn- 
coat, 100 ft. of six-inch pipe; Mill- 
brook Street, 1,400 ft. of sixteen- 
inch pipe; South I.udlow Street, 755 
ft. of six-inch pipe: Union Street, 
360 ft of six-inch pipe. The peti- 
tion will be acted upon at a future 
meeting of the city government 
board. 





Bond Issue Authorized 


Los Angeles, Cal.—The Southern 
California Edison Company has 
been authorized by the Railroad 
Commission to issue $179,000 6 per 
cent bonds to be exchanged at par 
for a like amount of San Gabriel 
Electric Company bonds at 104. The 
4 per cent premium is to be paid in 
cash. The financing is incidental to 
the sale by the Edison company of 
its distributing system in Los An- 
geles to the city. 
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City May Spend $32,000 on 
Gas 


Ironwood, Mich.—Authority to 
act on the recommendations of 
Fred W. Freese, consulting engi- 
neer hired to examine the Iron- 
wood gas plant’s equipment and 
determine the needs of the institu- 
tion, was voted by the city council. 
It may mean: 

An expenditure of approximately 
$32,000 to give the city a first-class 
plant equipped to care for prac- 
tically twice as many consumers. 

Putting the gas plant on a defi- 
nite paying basis. 

Equipping the plant so that gas 
may be furnished to the city of 
Bessemer, 


On the recommendation of Mr. 
Freese, the council authorized the 
immediate purchase of a Dodge 
truck, although there were a few 
arguments as to whether it would 
not be cheaper to purchase one of 
the motor vehicles manufactured 
by the well-known auto king. 
Henry Ford. 

Mr. Freese recommended that a 
new five-foot water gas set should 
be purchased. He said the build- 
ing is sufficiently large and, in fact. 
the buildings in general are in good 
shape. With such an addition to 
the equipment, the plant will be 
able to handle 250,000 ft. of gas 
daily, he said. He said the changes 
should be made at once. 

He also recommended that the 
city purchase a two-lift holder to 
replace the single lift and thus 
make a better quality of gas and 
save from 14 to 16 cents per thou- 
sand feet of gas manufactured. 

His third recommendation was 
the purchase of another oil tank, 
one as large or larger than the tank 
now in use. He said the probable 
cost of all equipment was $32,000. 
With 950 consumers now averag- 
ing $3.40 a month, he explained, 
the total subscribers should be in- 
creased to 2,000. At least 150,000 
ft. of gas should be sold here daily, 
he added. 

Mr. Freese cited Albion as an ex- 
ample where a smaller town has a 
plant that is on a paying basis. It 
has a population of 7,000 and with 
2,200 consumers sold over 30,000,- 
000 ft. of gas in a year. 

The foundation of the blower 
plant is in bad condition, explained 
the engineer. 

Asked what the plant should pay 
if it is put in first-class shape, he 








said at least 10 per cent on a basis 
of common stock and interest suffi- 
cient to cover that of a $100,000 


bond issue. An off-hand estimate, 
he said, placed the valuation of the 
local plant at $90,000. It was pur- 
chased for $10,000. The price of 
coke will be reduced about $1 a ton 
soon, ventured Mr. Freese, and 
other costs will be reduced. 

Chairman E. F. Lesselyong of 
the gas committee explained that 
the gas plant in the fiscal year end- 
ing March 1 made $3,000 and also 
expended $1,800.. Over 100 new 
consumers were obtained, but Mr. 
Freese advised against increasing 
the list of consumers until changes 
are made. 





Postpone Gas Hearing Until 
May 20 
Montgomery, Ala.—Cross-exami- 
nation of witnesses for the Mobile 
Gas Company in the property valua- 
tion case has been postponed from 
May 17 to’ May 20 by the Public 

Service Commission. 

F, CC. Yerger; city attorney, and 
Harry T. Hartwell, city commis. 
sioner, will appear in favor of a re- 
duction in the valuation placed on 
the property by the commission’s 
engineer, 





Directors Elected 


The . Ute Petroleum Company, 
holding interests in 18,476 acres of 
land in the Duchesne district of 
Utah, 2,560 acres on the Last 
Chance structure, Utah; 960 acres 
in western Kansas, 2,560 acres on 
the Baggs structure, Wyoming; 80 
acres in the Colony district, eastern 
Kansas, and an equity in an un- 
known number of acres on the Lake 
Creek structure in Wyoming, called 
a meeting of stockholders in Denver 
on April 17 and elected the follow- 
ing directors: Max W. Ball, Robert 
K. Staley, F..F. Randolph, Frank 
Frantz, Robert G. Taylor, Robert G. 
Porter and Charles T. Lupton. 

Max Ball is the president. The 
assets and liabilities were shown as 
$1,618,011.99. 





Purifier for Green Bay, Wis. 


In addition to the 7-ft. water-gas 
set which is being built for the Wis- 
consin Public Service Company, of 
Green Bay, Wis., the Western Gas 
Construction Company has also se- 
cured the contract for a 24-ft. diam- 
eter steel purifier to be built in Green 
Bay this summer. 








Authority Sought by Atlanta 
Gas Light to Issue Bonds 


Atlanta, Ga.—The Georgia Rail- 
road Commission took up Thursday, 
at 10 o'clock, a proposal of the At- 
lanta Gas Light Company to issue 
$393,000 in refunding mortgage 
bonds to reimburse its treasury for 
capital additions and extensions be- 
tween Oct. 1, 1920, and Dec. 31, 
1921. 

In its application for permission 
to issue these bonds the gas light 
company states that it has outstand- 
ing $600,000 in preferred stock, $1,- 
014,625 in common stock, $1,150,000 
in first mortgage bonds and $650,000 
in refunding and improvement mort- 
gage bonds. . It is desired to issue 
the additional refunding and im- 
provement bonds to bear 6 per cent 
interest, dated Oct. 1, 1920, and ma- 
turing Oct. 1, 1970. They will be 
secured by a mortgage given the Gi- 
ratd Trust Company, of Boston, on 
Oct. 1, 1920. This mortgage issue 
secures a total bond issue of $5,000,- 
000, the bonds to be issued from time 
to time as required for refunding 
purposes. 

Additions and _ extensions for 
which refunding is sought are listed 
as follows: From Oct. 1 to Dec. 31, 
1920—Plant equipment, $69,310.59 ; 
mains and service, $36,486.76; me- 
ters, $14,516.20 ; miscellaneous equip- 
ment, $659.38. From Jan. 1 to Dec. 
31, 1921—Plant equipment, $167,- 
236.71; building and fixtures, $18,- 
506.15; mains and service, $131,- 





971.50; meters, $33,229.45; total, 
$350,943.81; less miscellaneous 
equipment, $9,492.90; net total, 
$341,450.91. 





Buying Electric Power 


Los Angeles, Cal.—An arrange- 
ment whereby the San Joaquin Light 
& Power Corporation has agreed to 
install in its Midway steam plant at 
a cost of $1,200,000 a 12,500-kw. unit 
to furnish power to the Southern 
California Edison Company, was ap- 
proved by the State Railroad Com- 
mission recently with the opinion ex- 
pressed that it will be of advantage 
to both companies. 

According to the terms of the 
agreement between the two compa- 
nies, the San Joaquin will sell to the 
Southern California Edison 80,000,- 
000 kw. hr. from Aug. 1, 1922, to 
June 1, 1923, at a price of $42,484 
per month plus 31/3 mills per kilo- 
watt hour. 
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Issue Oversubscribed 


Los Angeles, Cal—An informal 
verbal offering at par recently of an 
issue of $2,000,000 Los Angeles Gas 
& Electric Corporation general and 
refunding mortgage 6 per cent gold 
bonds, series “D,” was largely over- 
subscribed by investors and institu- 
tions within a few hours. The offer- 
ing was made by Bond & Goodwin & 
Tucker, and the Mercantile National 
Bank of San Francisco was also as- 
sociated, 

The bonds are dated March 1, 
1922, and are due March 1, 1942. 
They are non-callable before March 
1, 1932, and then only upon ninety 
days’ notice at 110 and interest, less 
1 per cent each year thereafter. They 
are exempt from personal property 
tax in California, and application 
will be filed to have the issue certi- 
fied as legal investment for Califor- 
nia savings banks. 

This issue is secured under the 
general mortgage by property which, 
including the additions provided for 
by this financing, is conservatively 
valued at over $37,500,000, or more 
than 2.08 times the corporation’s to- 
tal funded debt, including this issue. 

Net earnings for the year ended 
Jan. 31, 1922, were equivalent to 
more than 2.34 times interest re- 
quirements. 





News from the Wyoming Oil 
Fields 


Another reason why the local oil 
stocks should show an upward ten- 
dency: The Midwest Refining Com- 
pany, with its three Wyoming plants, 
made a combined average output of 
more than 60,000 barrels a day in 
March, the first time in its history. 
The Casper refinery ran an average 
of 47,000 barrels of crude during 
the month: 





The total oil production for Wy- 
oming and Montana for the week 
ending March 25 was 64,950 barrels, 
while for the week ending April 1 
it was 70,150 barrels. 

At the annual meeting of the 
stockholders of the Texiana Oil 
Company, held at Cheyenne on April 
17, the following directors were 
elected: M. J. Walsh and W. A. 
Miner, of Greeley. Col.; F. M. Gill, 
J. L. Blanch, W. H. Carter, C. M. 
Kauffman and T. C. Jones, of Den- 
ver. The directors then elected F. 
M. Gill president, M. J. Walsh vice- 
president, J. L. Blanch treasurer and 
W. H. Carter secretary. 


There is quite a stir up Wyoming 
way over the proposal to lease Naval 
Reserve No. 3, known as Teapot 
Dome, to the Sinclair interests and 
allow them to pipe the oil out of the 
State. It is said that Gov. Robert D. 
Carey has wired Secretary Fall that 
such a permit would cause over- 
production and impair the oil inter- 
ests of the State of Wyoming. 





Georgia Gas Rate Cut 


Atlanta, Ga—The Railroad Com- 
mission of Georgia has passed an 
order reducing rates of Savannah 
and Valdosta gas companies, effec- 
tive May 1. 

The Savannah rate was reduced 
from $1.60 per 1,000 cu. ft. to $1.45, 
and the Valdosta rate from $2 to 
$1.85. 

These companies were included in 
the commission’s nisi requiring gas 
companies to show cause why rates 
should not be reduced, and presented 
their showings to the commission 
March 15. 








Personal Notes 


= 

















W. M. Carpenter, associated for 
the past five years with the Utilities 
Mutual Insurance Company, has re- 
signed his position as its chief engi- 
neer and has been appointed engi- 
neer for the Empire State Gas and 
Electric Association. Mr. Carpenter 
was graduated from Columbia Uni- 
versity in 1909, and previous to his 
connection with the Utilities Mutual 
served as engineer for the New York 
Municipal Railway, the Chicago 
Traction Commission and _ the 
Charleston (W. Va.) Interurban 
Railroad. 


SAMUEL KA8N, vice-president and 
general manager of Western States 
Gas & Electric Company, is direct- 
ing the campaign to raise a fund of 
$10,000 to finance the 1922 budget 
for the San Joaquin County Boy 
Scout Council. 


Harry V. Corry has resigned as 
assistant manager of the advertising 
and publicity department of H. M. 
Byllesby & Co., effective April 15. 
Mr. Coffy has joined the firm of 
DeWolf & Co., investment securities 
dealers, of Chicago, as manager of 


their advertising and mail-order de- 
partment. 


AMERICAN Gas Company DiReEc- 
ToRS, at their recent meeting, were 
informed that earnings in the first 
three months of 1922 were equal to 
21% per cent on the stock. For the 
twelve months ending March 31 
earnings represented 8.97 per cent on 
the stock. 


J. E. Montcomery, for fifteen 
years with the Birmingham ( Ala.) 
Railway, Light & Power Company, 
in the gas department, is now South- 
ern representative of the Maryland 
Meter Works, of Baltimore, Md.. 
manufacturers of gas meters. Mr. 
Montgomery is well known through- 
out the country and, with territory 
which covers the entire country, is 
coming into contact with some of the 
most successful men in the gas busi- 
ness. He will maintain headquarters 
in Birmingham and will be there a 
goodly portion of his time. Mr. 
Montgomery has been a resident of 
sirmingham many years. 


Ture New Orvteans Rartway & 
Licnt Company has _ abandoned 
plans for a new building which it 
has contemplated erecting after tear- 
ing down its old building which was 
partially destroyed by fire several 
months ago. This company has been 
occupying temporary quarters since 
the fire and will spend approximately 
$120,000 in remodeling its old struc- 
ture at Barrone and Common 
Streets. The work of remodeling 
will start immediately and will be 
completed, it is estimated, in about 
four months. 


Tue American Gas & ELECTRIC 
Company, 30 Church Street, New 
York, will commence the immediate 
erection of a one-story addition to 
its power plant at West Springdale, 
W. Va., 100 by 200 ft., estimated to 
cost about $1,000,000, with transmis- 
sion lines and other work in this dis- 
trict. Sanderson & Porter, 62 Wil- 
liam Street, New York, are the en- 
gineers. 





Observes 78th Birthday 


Spencer, Mass. — Henry A. 
Woodis, engineer of the I. Prouty 
Shoe Company, formerly engineer 
for the Worcester Gas Light Com- 
pany at Worcester, observed his sev- 
enty-eighth birthday anniversary at 
his home on Main Street, on April 
22. 
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Columbia G. & E. Directors 
Inspect New Electric Plant 
Cincinnati, Qhio.—Directors oi 

the Columbia Gas & Electric Com- 

pany and Eastern financiers are on 
an inspection trip of the Colum- 
bia’s properties in Cincinnati and 
elsewhere. Their final appoint- 
ment in this city was attendance 

at the monthly meeting of the 

* Columbia company in the offices of 

the Union Gas & Electric company, 

The entire party was deeply im- 

pressed with the remarkable show- 

ing of efficiency of the great new 
generating plant of the Union Gas 

& Electric Company. 

“Our company has_ 1,100,000 
acres of gas and oil lands in West 
Virginia and Kentucky, and this 
vast acreage insures a supply of 
natural gas for many years to 
come, if properly used,” declared 
P. G. Gossler, president of the 
Columbia company, at the dinner 
of Columbia directors and guests 
in the Queen city Club. Oil rights 
of the company, he said, covered 
550,000 acres, and of these only 12,- 
#00 acres have been developed. The 
company, he said, now has reve- 
nues from six sources—sale of elec- 
tri light and power, retail sale of 
gas, street railways, wholesaling of 
gas in the fields and sale of gaso- 
line and oil. Mr. Gossler also 
stated that the company would be 
operated on the basis of the follow- 
ing principles: 

Maintenance of 100 per cent effi- 
ciency ; readjustments of rates, up 
or down, as warranted; to provide 
sufficient income to maintain best 
service and fair return on the in- 
vestment; accumulation of suffi- 
cient surplus to render efficient 
service in times of depression and 
rewarding of stockholders with 
surplus earnings. 

“You have just seen one of the 
greatest and most efficient electric 
plants in the world and have gained 
some idea, I hope, of the vast pos- 
sibilities of this industrial center,” 
said Mr. Gossler. 

Charles D. Jones, president ‘of 
the Cincinnati Gas & Electric Com- 
pany, told how W. W. Freeman, 
president of the Union Gas & Elec- 
tric Company, had the vision, five 
years ago, of a great new electric 
generating station and how he had 
made his dream of the mighty 
plant come true. He declared it 
was a credit to have such a man as 
Mr. Freeman, always fair in his 


dealing with the public, at the head 
of Cincinnati’s largest utility, and 
that the utility was a great asset to 
Cincinnati. 





Westinghouse Gets $1,000,000 
Contract 


Contracts for power apparatus, 
including turbines, generators and 
condensers aggregating more than 
$1,000,000, have been awarded the 
Westinghouse Electric & Manu- 
facturing Company. 

The companies, from which the 
contracts have been received, are 
the Public Service Production 
Company of New Jersey. the Unit- 
ed Gas Improvement Contracting 
Company, of Philadelphia, and the 
Luzerne County Gas & Electric 
Company of Pennsylvania. 

The equipment. for the United 
Gas Improvement Company, in- 
cluding a 20,000-kw. turbine and a 
40,000 s. ft. surface condenser, is to 
be used in the initial installation at 
a new station proposed for con- 
struction near Norristown, Pa. Be- 
tween eight and ten months will be 
required for the construction of the 
apparatus already ordered from the 
Westinghouse Company. The new 
station of the United Gas Improve- 
ment Company at Norristown will 
have an ultimate capacity of 120,- 
000 kw., according to present plans. 

The apparatus ordered by the 
Public Service Production Com- 
pany, a subsidiary of the Public 
Service Company of New Jersey, 
consists of a 20,000-kw. turbine to 
be installed at a station in Marion, 
N. J., and a 12,500-kw. turbine unit 
to be installed in a Public Service 
Company station at Burlington, 
N. J. 
A 20,009-kw. turbine and a jet 
condenser are included in the ap- 
paratus ordered by the Luzerne 
County Gas & Electric Light Com- 
pany. 

The power apparatus, contracted 
for by the three companies, will be 
used for extensions to systems 
which are furnishing power for 
large lighting and industrial dis- 
tricts. This equipment will be 
built at the East Pittsburgh and 
South Philadelphia works of the 
Westinghouse company. 


New Gas Issue on Market 

The Guaranty Company of New 
York is offering $1.500,000 of the 
first mortgage series D 5 per cent 
gold bonds of the New Bedford 





Gas & Fdison Light Company, due 
on Jan. 1, 1938, at 103.29 and inter- 
est. to vield about 4.70 per cent. 
They are subject to redemption on 
thirty days’ notice on any of their 
interest dates until and including 
July 1, 1925, at 107% per cent and 
interest and thereafter on any of 
their interest dates prior to this 
maturity at 105 per cent and inter- 
est. Their interest is exempt from 
any Federal income tax up to 2 per 
cent. The bonds are legal invest- 
ments for savings banks in Massa- 
chusetts and Rhode Island. 


Dinner Delayed 


When Mr. and Mrs. Keanmas- 
ter, of Denver, Col, returned home 
during a snowstorm, smacking 
their lips, thinking of how nice the 
sirloin steak they were carrying 
would taste after sizzling over 
their nice gas range, they had a 
great surprise awaiting them. 

The kitchen was bare: no gas 
range was there. B-u-r-g-l-a-r-s 
had carried it off. 

“And to think it was such a won- 
derful range,” said Mrs. K. 

“Well, you wouldn’t expect them 
to carry away any other kind, 
would you?” bellowed Mr. K. 

They ate at a hotel that evening, 
but somebody sold another range. 





News of the Abbey Field 


Forestvile, N. Y.—Activity in 
the Forestville-Abbey-Arkwright 
gas field is constantly increasing. 
Practically all, even remote, loca- 
tions have been leased and it is con- 
servatively estimated that if all 
new wells being drilled produce in 
proportion tc those wells already 
brought in, that within four 
months the production will total 
100,000,000 cu. ft. daily. Leases 
have extended eight miles to the 
north and west of the field and sev- 
eral miles southerly. 

Agents of carbon-black produc- 
ing companies have been active in 
the field recently and strong bid- 
ding for the output has resulted. 
The Arkwright Natural Gas Com- 
pany, of Arkwright, N. Y., has in- 
terested Rochester capital and 
plans several new drillings, and a 
Toledo, Ohio, glass manufacturing 
company is making every effort to 
secure a supply of gas for factory 
to be constructed in the locality. 
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